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S&4 SB e y, THERE’S NO BUSINESS LIKE IT... 
Ads(enedds z AND SHOW BUSINESS AT WILDING 
Gets Spectacular Kesulte { 


Three different companies, with 
three different problems, using 


three different approaches .. . 


An appliance company airlifts 5,000 dealers and 
their wives by Jet to Honolulu—-Wilding produces 11 


integrated marketing presentations— 


Resvutt: Orders up 72% over last year. 


A farm implement company plays host to 6,500 
dealers and distributors to introduce and explain reasons 
for a complete change of products and policy — the 
place is Dallas — Wilding produces entire one day 


program for the entire organization. 


Resi enthusiastic acceptance of a new marketing 


philosophy and complete new product line. 


An automotive company presents a new expanded 
line of trucks to 30,000 dealers and salesmen in 35 key 
market cities across the country — Wilding produces 
an exciting, informative show with five units traveling 


across the country — 


Restir: enthusiastic acceptance for the complete line 


CASE HISTORIES That MAKE HISTORY i of products and immediate sales gains. 


For a single performance or a cross-country tour, Wilding can handle every detail. Working with 


thorough understanding of your problem, we can achieve the results you want, well within your budget. 


For more complete information regarding these or other case histories—write or call your nearest Wilding office. 


- Let the Results Speak for Themselves 


CHICAGO: BRoadway 5-1200 HOLLYWOOD: HO 9-5338 


Ww WIL DIN G& Communications For Business DETROIT: TUxedo 2-3740 NEW YORK: PLaza 9-0854 
= WeEbster 3-2427 PITTSBURGH: GRant 1-6240 
CLEVELAND: TOwer 1-6440 CINCINNATI: GArfield 1-0477 
TWIN CITIES: Midway 6-1055 SAN FRANCISCO: DOugias 2-7789 
AKRON: STadium 4-5514 
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COUSINO 
ECHO-MATIC 
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Picture on 
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stripped in. 
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1 a Pictur-Vision introduces 

PLC OE & slo Mi continuous high-fidelity 

sound, synchronized with 

’round-the-clock slide projection. The versa- 

tility of this new unit is astonishing . . . check 
these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds. 


6—As a straight projection cabinet, with 16-inch 
Solorbrite screen. 


500-HOUR WORRY-FREE PROJECTION LAMP 


Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16- inch screen. Magnetic 6 x 9- ——y 
speaker gives clean, hi-fidelity tone at any volume from a whis 
to top convention-hall sound. Bleached-mahogany finish cahinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


Pition & wsioir 


PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin 


RIGHT off the NEWSREEL 


SMPTE Announces 1961 Officers; 
Servies New President-Elect 


The Society of Motion Picture 
and Television Engineers has an- 
nounced the following official re- 
sults of its election of officers and 
governors for 1961: 

John W. Servies, vice-president 
of National Theatre Supply Com- 
pany, a division of General Pre- 
cision Equipment Corporation, 
New York City, will serve a two- 
year term as president of the 
Society. Servies succeeds Dr. Nor- 
wood L. Simmons of Eastman 
Kodak Company in Hollywood, 
who now becomes past president 
of the SMPTE. 

Reid H. Ray, president of Reid 
H. Ray Film Industries, St. Paul, 
Minnesota, has been elected execu- 
tive vice-president of the Society. 
Ray formerly served as Conven- 
tion vice-president of the SMPTE. 

Lloyd Thompson, vice-president 
of The Calvin Company, Kansas 
City, Missouri, succeeds Glenn E. 
Matthews of Eastman Kodak 
Company as editorial vice-presi- 
dent. Harry Teitelbaum of Holly- 
wood Film Company, Hollywood, 
California, has been elected con- 
vention vice-president of the or- 
ganization. 

Herbert E. Farmer, a member 
of the faculty at the University of 
Southern California, succeeds Wil- 
ton R. Holm as Secretary. 

The Board of Governors, 
elected by sections of the country, 
received these new members: 

Eastern area: Walter I. Kisner, 
technical editor, Eastman Kodak 
Company, Rochester, N. Y., and 
Rodger J. Ross, supervisor, kine- 
recording, Canadian Broadcasting 
Corp., Toronto, Canada. 

Central area: James W. Bost- 
wick, manager, motion picture 
and slide films, General Motors, 
Detroit, Michigan, and Kenneth 
M. Mason, manager, Midwest Di- 
vision, Eastman Kodak Company, 
Chicago, Illinois. 


West Coast area: G. R. Crane 


of Santa Monica, California, and 

Robert G. Hufford, a physicist, 

Eastman Kodak Company, Holly- 

wood. ye 
co a bod 

Award Competition Open for 

Entries in NVPA “Day of Visual” 

The National Visual Presenta- 
tion Association has announced 
the opening of its eighth annual 
awards competition. Entries from 
the entire field of visuals are in- 
vited, and must be submitted no 
later than March 1, 1961. 

Awards for the “Best Visuals 
of 1961” will be made at a ban- 
quet May 23 at the Hotel Roose- 
velt, New York City, according 
to Horace W. McKenna, NVPA 
president and Stanley S. Merrell, 
chairman of the Day of Visual 
Committee. 

Categories for entries 
motion pictures, _ slides, 
parencies, slidefilms, graphs, 
charts and displays. These cate- 
gories are broken down into clas- 
sifications, such as audio-visual 
selling tools, public relations, em- 
ployee relations, employee train- 
ing, sales training, educational, 
point of sale, etc. 

Producers and sponsors of 
commercial motion pictures, edu- 
cational institutions, industrial or- 
ganizations, stores, advertising 
agencies and community services 
are all eligible to enter this nation- 
wide competition. 

Seminars, exhibits and other 
meetings will be held in conjunc- 
tion with the Day of Visual pro- 
gram on May 23rd and 24th. Full 
information on the competition 
and exhibit space may be had 
from the NVPA office, 19 West 
44th St., New York 36, N. Y. & 


* * * 
Columbus Film Festival Judging 
Opens Early; Plans Announced 
The ninth annual Columbus 


Film Festival, sponsored by the 
Film Council of Greater Colum- 


include 
trans- 


(CONTINUED ON PAGE SIX) 
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“SELLING 


THE 
END RESULT 
FIRST” 


Color Sound Slidefilm 


Here's a power-packed way to 
show your salesmen what it is 
that the prospect actually buys 

. the “What Will It Do for 
Me?" angle as it relates to your 
product or service. 


How to apply this strongest of all 
sales strategies . . . ways and 
means to strengthen presenta- 
tions for maximum effectiveness 
. how to develop a higher 
percentage of sales from inter- 
views .. . are vividly pictured in 
“Selling the End Result First’ 


Time and Energy Saver 


This 15 minute color sound slide- 
film makes it easier to inspire es- 
tablished salesmen with fresh 
enthusiasm, and train new men 
in shorter time for more resultful 
selling. 


ONE IN A DYNAMIC COLOR 
SOUND SLIDEFILM SERIES: 


“Selling Is 
Mental” 





WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 





= 
BETTER 
Selling Bureau 


VISION OF ROCKET P 
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6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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motion pictures 


»-»--COMPLETE STUDIO 
AND LABORATORY SERVICES FOR 
PRODUCERS ...UNDER ONE ROOF 
For proof and prices on any or all studio 


and laboratory services, write, phone or wire 


1226 WISCONSIN AVE., N.W., WASHINGTON 7, D.C., FEDERAL 3-4000 
1220 EAST COLONIAL DRIVE, ORLANDO, FLORIDA CHERRY 1-4161 


QOMQOMO Me 


Affiliated with MECCA FILM LABORATORIES CORPORATION, 630 Ninth Ave., New York City 
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THE NEWSREEL: 
(CONTINUED PAGE 2) 
bus in association with the Co- 
lumbus Area Chamber of Com- 
merce, is inaugurating changes in 
format for the 1961 Festival. 

Opening date for judging of 
films entered in festival competi- 
tion was November 1, 1960, and 
judging will continue until July 
15, 1961. Time allotted for 
screening of prints has been in- 
creased to ten months, with the 
Award Screenings taking place on 
September 13 and 14, 1961. Pro- 
ducers now have extra months to 
enter films, and judges have more 
time for festival preview. 

The Film Council this year is 
asking entrants to ship their films 
directly to category chairmen; 
names and addresses are listed by 
category on the Official Entry In- 
formation Sheet available 
the Council. 

Film producers and sponsors 
are invited to enter any films they 
have produced during 1959, 1960 
and 1961, in the following cate- 
gories: business and industry, in- 
formation and education, health 
and mental health, religious edu- 
cation and religious themes, travel 
and special fields. 

For the third year, Chris Stat- 


Cail 


FROM 


from 


Willard Pictures 


Five new members were added to the “Quarter Century Club” of The 
Jam Handy Organization when President Jamison Handy (4th from 
left) presented gold watches at annual meeting of the Organization as 
tokens of 25 years of service. The five are (left to right) Floyd Church- 
ill, Edward Prested, both of Projection Services; Mrs. Clara Munn, 
Motion Picture Laboratory; Daniel Mandlebaum, head, Motion Picture 
Sound Laboratory, and Hughes Southwell, in charge of Live Shows and 
Conventions Department of the Organization. 


uettes will be awarded to the top- 
ranking film in each 
with Chris Certificates 
other outstanding films. 

For entry forms, information 


brochures and _ other 
write Mr. Daniel F. 
Council of Greater 
280 E. Broad Street, 
Hall, Columbus 


inquiries, 
Prugh, Film 
Columbus, 

Memorial 
15, Ohio. we 


category, 
going to 


Film on Isolation Techniques 
by Willard for Navy Series 


A new film in the series on 
basic nursing care, produced by 
Willard Pictures, Inc., has been 
placed in use by the United States 
Navy. Titled Jsolation Technique, 
234% min., b/w, the film shows 
proper methods of caring for pa- 
tients with communicable diseases. 

Important points stressed are 
the necessity of keeping the disease 
isolated by proper sanitation, use 
of mask and gown and treatment 
of bed linen. 

The Basic Nursing Care series 
was designed for elemental instruc- 
tion of new medical corpsmen. 


* * * 


89th SMPTE Convention at 
Toronto, Canada, in May, 1961 


Toronto, Canada, is the site of 
the 89th Semiannual Convention 
of the Society of Motion Picture 
and Television Engineers, May 
7-12, 1961, at the King Edward 
Sheraton Hotel. 

“International Achievements in 
Motion Pictures and Television” 
will be the theme of the meeting. 
The Convention planning commit- 
tee is under the chairmanship of 
Gerry Graham of the National 
Film Board, Montreal. ye 
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Now, in 1960, producers get the same depend- 
able service from Charles Ross on lights, grip 
equipment, generator trucks and props, too. It 
pays you to call on Charles Ross and take advan- 
tage of its 39 years of quality and reliability. Here 
you get complete flexibility for everything on the 
set . . . choose from one of the largest inven- 
tories in the East. 


B dn 


Lighting the Motion Picture Industry Since 1921 


333 West S2nd Street, New York City, Circle 6-5470 





SECRETS, ANYONE? 


GENERAL 
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1546 ARGYLE « HOLLYWOOD 28, CALIF 
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FTER VIEWING THE ELECTION from in- 

side the lonely vacuum of the voteless 

District of Columbia, viewing the pres- 
ent, tumultuous transition period here in the 
nation’s capital is an absorbing privilege. 

It is quickly apparent that it doesn’t seem 
to matter whether one rallied with the so- 
called “contented” or the so-called “concerned” 
party. President-elect John F. Kennedy is now 
spreading his nets for young, vigorous “idea 
men,” some say, regardless of previous political 
affiliation. 


Changes Ahead on Policy-Making Level 


There will be, of course, changes in the 75- 
100 top policy making posts in the Executive 
branch, ranging from cabinet secretaries to 
agency chiefs. Everybody believes the Kennedy 
administration will lean towards scientific and 
professorial “new blood;” quality graduate col- 
lege students will be recruited for federal posi- 
tions; in almost all cases, civil servants in key 
jobs will remain (most a-v jobs in the govern- 
ment are civil service). 

There’s no question—Washington is on the 
go. The nation is facing a great new period of 
federal activity. 

Will this lead to new frontiers for the audio- 
visual industry? Undoubtedly. 

From the beginning, for some of the most 
crucial moments of the campaign, audio and 
visuals were used by Kennedy and his fol- 
lowers. Chester Bowles laid out the democratic 
platform on film at the national convention; 
Kennedy filmed the now famous Houston meet- 
ing with Texas religious leaders; he has stated, 
unequivocally, that he could not have won 


without the television debates. The president- 
elect seems to be, in theory and in practice, in 
“words and in deeds,” a believer in COM- 
MUNICATIONS. 


Co-Sponsored Defense Education Act 
In education, specifically, which is a priority 
issue for the new administration, he has already 
backed up continuation of the heavily audio- 
visual aspects of the National Defense Educa- 
tion Act. In a statement to the National Audio- 
Visual Association this fall, he had this to say, 


“I am in favor of renewing the National 
Defense Education Act, which I co-spon- 
sored, and which was enacted by a Demo- 
cratic Congress. Title III authorizes funds 
on a matching basis for the purchase of 
equipment including audio-visual aids. As 
a member of the Senate Subcommittee on 
Education, I have seen how this provision 
has made it possible for many additional 
schools to buy needed equipment. I be- 
lieve this program should be continued.” 


When the National Defense Education Act 
comes up for re-evaluation in 1962, with over 
one quarter of the nation’s population “in 
school,” it looks as if the new administration 
will seek even broader federal aid for the 
improvement of education. Many say the “de- 
fense” label will be dropped from the bill. 
Others say Kennedy will also push for a new 
permanent national advisory body on educa- 
tional matters. 

In summary, Kennedy will aim for much 
more federal aid for states which will, in turn, 
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EDITORIAL VIEWPOINT 


New Frentiers fer Audio-Visuals to 


Be Won With President-Elect Kennedy 
® by Mary Tanham, Washington 


determine how money is to be spent. Funds 
will be allotted to the states for the number of 
pupils, not the need. 

Kennedy has said he wants more building 
grants for classrooms and dorms, more higher 
education scholarships, more teachers, more 
“quality” education. 

Question??? Will the present U. S. Com- 
missioner of Education remain? 


Agriculture, Foreign Markets, Defense 


In Agriculture, Kennedy will advocate strong 
federal action on farm policy. Because agricul- 
tural surpluses are now costing the Treasury 
$1,000 per minute, he will seek a new system 
of production controls. He has also outlined 
a “world food budget” which may kick off an 
expanded program of promoting economic 
progress in under-developed countries by using 
U. S. surpluses. 

This latter phase of his program could 
strengthen the already healthy USDA foreign 
market development film project. (Agricul- 
ture’s film department is a part of the Office 
of Information and is staffed by regular civil 
service personnel. ) 

In defense, a radical unification plan, a 
drastic reorganization of the services, is pos- 
sible. More probable, however, is increased 
defense spending, from 1.5 to 3 billion dollars 
on missiles, a modern army, submarines and 
outer space. It’s anybody’s guess how a new 
defense program would affect the audio and 
visual industry. Certainly there will be an in- 
creasing need for explaining new concepts to 
those in service and to the public, particularly 
in the event of reorganization. 


Informing the People at Home, Abroad 


According to experts, the Atomic Energy 
Commission is due for streamlining. This oper- 
ation is cumbersome now with the commission 
struggling with a dual role; on one hand, it 
must push the development of atomic energy 
for peaceful purposes and, on the other hand, 
it must guard the public against radiation 
dangers posed by these programs. Here, as in 
most cases, reorganization or more government 
spending might well boost the use of films and 
other audio-visuals in the days ahead. 

In the USIA, Kennedy has indicated that 
he will strengthen the program in general. 
There is little question but what films will be 
used more and more to depict a new American 
“image” abroad. ; 

In other areas, the President-elect will back 
up river development, depressed areas, lower 
interest rates, and Marshall aid type plans for 
Africa and Latin America. It is generally con- 
ceded that there'll be an upturn in business, 


1960 


the “recession” will be checked—but it will 
take a little time. 

For the present, the new administration will 
doubtless face rising unemployment and “war 
scares.” Throughout the coming months, many 
will watch and remember John F. Kennedy’s 
own views about the office to which he has just 
been elected. He has said this about the office 
of the President of the United States: 

... “Whatever his views may be on all 
the issues and problems that rush in upon 
us, he must above all be the Chief Execu- 
tive in every sense of the word. He must 
be prepared to exercise the fullest powers 
of his office—all that are specified and 
some that are not. He must master com- 
plex problems as well as receive one-page 
memoranda. He must originate action as 
well as study groups. He must re-open the 
channels of communication between the 
world of thought and the seat of power.” 


A New President, a New Broom and a 
Nation That Leoks for Leadership 
e by Ott Coelln, Chicago 


HE Times AHEAD and the traditions 
T which President-Elect Kennedy has 

followed in his career to date don’t in- 
dicate that Franklin Roosevelt’s eventful “100 
days” are in the offing. And we’re going to bet 
that the new administration isn’t issuing any 
blank checks to labor, either. 

What we can expect (and are long overdue 
for) is an end to excesses and some belt- 
tightening in government, industry, labor and 
by the public, too. Jack and Bob Kennedy are 
very much aware of at least one labor leader 
who has abused his tremendous power; the 
sense of organization which they applied to 
the recent campaign is an example which 
should not be lost on anyone trying to guess 
the future course. Early mistakes, if any, will 
not be repeated. 

Despite the enormous personal prestige of 
the outgoing President, Mr. Eisenhower was 
far from a full-time Chief Executive and, de- 
spite the good principle of delegated authority, 
a dedicated man on the job who is thoroughly 
aware of history can give this nation real 
leadership. Until he proves otherwise, John 
Kennedy is capable of being a great leader at 
a time when the whole world cries for a wise 
and understanding man in the White House. 


ee 61a 
“Recordings fer Recovery” Bring Joy 
te Shut-Ins, Thanks te a Great Idea 


In this appropriate season, we salute Mr. 
and Mrs. Ralph L. Hoy of Oakmont, Pa., and 
the wonderful work they are doing among pa- 
tients in hospitals and convalescent homes 
through their marvelous tape recording serv- 
ice, called Recordings for Recovery. Ralph 
Hoy, as readers of BUSINESS SCREEN are well 
aware, is Exhibit Manager and in charge of 
films at the Aluminum Company of America 
and present chairman of the Committee for 
International Non-Theatrical Events. 

But Ralph Hoy of Oakmont, Pa., with Mrs. 


(CONTINUED ON PAGE TEN) 
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Continually increasing purchases 
of Arriflex equipment by agencies 
of the United States Government 
give these world-famous cameras 
their highest form of — 
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Information Agency 

Senate (Recording Studio) 
Department of Agriculture 
Civil Aeronautics Administration ‘ 
Department of Commerce 
Bureau of Land Reclamation 
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Education, & Welfare 


. General Service Administration 


S. Veterans Administration 
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Hoy, have dedicated themselves to collecting 
folk music, concerts, and other selections from 
all over the world which they record and du- 
plicate on tapes for distribution through friends 
and social agencies. “R4R” tape recorders and 
tapes have been donated to such places as the 
Albert Schweitzer Hospital in St. Marc, Haiti; 
they have gone with the International Rescue 
Mission to hospitals operated by MEDICO. 

Out at the Veterans Administration Hos- 
pital in Oakland, Pa., Russel L. Link, chief of 
Special Services, calls the tapes “very valu- 
able” and notes that ward physicians and psy- 
chologists “often recommend their use in 
treatment of the chronically ill.” Months ago, 
some 171 VA hospitals throughout the coun- 
try have received tape recordings supplied by 
R4R. 

Recordings for Recovery now numbers 
some 25 members in the Pittsburgh area. The 
Mormon Tabernacle Choir, the University of 
Michigan, Maryville College, the Evanston 
Bach Choir, Mrs. Edsel Ford (who presented 
tapes of Henry Ford Square Dance collection) 
are among the many who have contributed 
material to this library. For those who want 
and need it, R4R is there for the asking. 

And for those of us who want to do some- 
thing within our own understanding, in a re- 
lated phase of our audio-visual interests, we 
can’t think of a better place to send a holiday 
contribution: Recordings for Recovery, c/o 
Mr. and Mrs. Ralph L. Hoy, Oakmont, Pa. 


* * * 


Harvester’s “Headline for Harper” Is 


Booked on Television Coast-to-Coast 


As a follow-up to our premiere announce- 
ment of International Harvester’s motion pic- 
ture tribute to the men of Public Works 
(Headline for Harper, produced by Parthenon 
Pictures), there’s a great results story in the 
television showings attained by this film. 

In late September, 125 prints of a television 
version of Harper were delivered to the Hol- 
lywood office of Sterling Movies U.S.A. As 
these prints were received, they were sched- 
uled in phone contacts with television stations 
for showing during Public Works Week, Oc- 
tober 2-8. 

All 125 prints were placed and as of Oc- 
tober 25th, 70 stations had provided written 
reports confirming 70 telecasts to an estimated 
audience of 1,642,348 people in 65 markets. 
Reports are coming in from an additional 40- 
45 stations, according to Sterling officials, for 
an estimated additional viewing audience of 
600,000. 

In addition, this Parthenon production was 
shown in many U. S. municipalities through 
Harvester’s own contacts. The company was 
cited by the American Public Works Asso- 
ciation for its public-spirited contribution to 
a better understanding of the men who run 
these departments in cities and towns across 
the country. yy 


* * * 


A Merry Christmas and Happy New Year! & 





COMPCO 


professional quality reels and cans 
are preferred by... 


~ the customers 


of... 


GEO.W. COLBURN 
LABORATORY, Inc 


the most Quality Conscious 


16 mm tim \aboratory in Amerce 


Only Compco offers “a new dimension in 
quality” recognized and accented by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel construction—result- 
ing in truly professional reels that run 
truer, smoother, providing lifetime protec - 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in all / 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to: 


COMPCO corporation 


1800 N. Spaulding Ave... Chicago 47, I. 











a space-age A-V tool for 
teaching, sales, exhibits 


* Shows Brilliant Picture on Big Screen in 
Normal Daylight 
16mm, Rear Projection, High Fidelity 
Sound 





Self-Contained and easy to use 

Moved and Stored with Ease 

Any Room Can Be An Audio-Visual Room 
WRITE TODAY FOR pe a INFORMATION 


as FILM Bessch EQUIPMENT CO. 


214 SO. HAMILTON ST. @ SAGINAW, MICHIGAN 











BUSINESS SCREEN MAGAZINE 





SELECTION 


co te emir ap 





Arriflex 16 offers the widest selection of 

the finest lenses. The selection keeps growing 

—because the world’s most successful portable 

professional motion picture camera inspires the 

greatest efforts of the world’s foremost optical firms. 

Every lens in the Arriflex 16 system adds to ARRIFLEX corporation OF AMERICA 


p - nae 257-J PARK AVE. SOUTH © NEW YORK 10, N.Y. 
this remarkable camera’s rare versatility ... from the : Without obligation, I would like: 

: : © DEMONSTRATION [) LITERATURE 
5.7mm extreme-wide-angle to the longest telephotos, * (© omARRIFLEX16 ( on ARRIFLEX 35 


the zooms, and the macros. 


ARRIFLEX CORPORATION OF AMERICA 
257 PARK AVENUE SOUTH, N.Y. 10, N.Y. 
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WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


Manutlacturers Cite Value of 
High-Speed Research Films 
High Speed Photography—a 
good way to satisfy management? 
Without a doubt, the use of the 
high speed camera has been recog- 


nized as invaluable by many in 
competitive business. 
The C. C. Collier Food Ma- 


chinery and Chemical Corporation 
of Binghamton, New York, for 
instance, believes “in our business 
the Fastax camera is the right arm 
to the engineer” who must re- 
design and review problems for 
new machines. 

At the recent SMPTE High- 
Speed Congress, Collier represen- 
film the 
which they have used high speed 
photography for sales. (e.g. after 


tatives showed on ways 


three “blind” attempts to enlarge 
a certain valve, the h. s. camera 
reached the mark at once; a sweet 
corn harvester, under the eye of 
the camera, was re-designed to cut 
and not jerk the ears of corn.) 
The Research Center of the 
Outboard M arine Corporation, 
Milwaukee, Wisconsin, 


has also 


had marked success with these 
photographic methods. The h. s. 
camera has been used here to ana- 
lyze the damaging action which 
takes place when an outboard 
motor strikes an object in the 
water, and to analyze the cutting 
action of lawnmower and chain- 
blades 


Saw 


Allied Masonry Council Book 
Is Followup to Filmagraph 


The old and the new. The wall 
of China; the Rheims Cathedral; 
Frank Lloyd Wright; all have pro- 
foundly influenced the shapes, 
forms and textures of modern 
architecture. Therefore, to supple- 
ment their highly successful filma- 
graph, Man in Masonry, the Allied 
Masonry Council has “packaged” 
a long-play record and book of 
stills for those who wish to review 
ind appreciate architectural works 
of art at leisure. The stills were 
taken from the 14 minute black 
and white film produced by Pil- 
grim Associates of Washington. 

Because this film included fifty- 
eight structures from all over the 


& : 











world, screen credits for fifty-eight 
photographers and architects were 
necessary. 

Bob Pilgrim has handled this 
most effectively with continuous 
random pop-ups transposed over 
a stark brick wall. An original 
score for the film was played by 
members of the National Sym- 
phony Orchestra. 

This film was produced for those 
in the buildings trades and archi- 
tectural groups, but, by the very 
nature of its content and because 
it contains fine, dramatic slide mo- 
tion photography, it is appealing 
to practically everybody. 


* * te 


Nat'l Science Foundation’s 
13 Pictures on “Planet Earth” 

The National Science Founda- 
tion has announced completion of 
its 13-film Planet Earth series of 
educational motion pictures. Pro- 
duced under a Ford Foundation 
grant, the films attempt to “syn- 
thesize man’s knowledge of his 
environment and delineate 
newly developed and powerful 
tools for gathering data on space 
and the cosmos.” 

Titles of the films include Mag- 
netic Force, Research by Rockets, 
Secrets of the Ice, and The Hidden 
Earth. More than 200 geophysi- 
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cists worked on these films which 
will be distributed through Mc- 
Graw-Hill’s Text-Film division. 

ue na a 
Robert Hemmig to Aid NASA 
Information Chief Thompson 


The National Aeronautics and 


Space Administration (NASA) 
has named Robert H. Hemmig 
assistant to Shelby Thompson, 


chief of the Office of Technical 
Information and Educational Pro- 
grams. Hemmig was formerly with 
motion pictures at the FAA’s Na- 
tional Aviation Facilities Experi- 
mental Center (NAFEC) in At- 
lantic City, New Jersey. 


* * * 


Film Museum ard Theatre Are 
Proposed tor Caltural Center 
Proposals to equip Washing- 
ton’s fabulous proposed National 
Cultural Center with TV studios 
and a museum of films were re- 
cently handed to the Center's 
trustees by educator Carleton 
Sprague Smith of New York. 
“The National Cultural Center 
cannot expect visitors simply to 
look at buildings during the hours 
when no performances are sched- 
uled” said Smith, who contends 
that there should be continuous 
daytime movies about music, 


SCENE | TAKE 


Reckitt 


FOR INDUSTRY & TELEVISON 
NEW YORK 




















theater, dance and American cul- 
ture in general. 


* * m 


Navy Underwater Films Open 
National Geographic Lectures 

The National Geographic So- 
ciety’s 73rd lecture season opened 
with films of the Navy’s Polaris 
missile and the underseas circum- 
navigation of the nuclear sub- 
marine Triton. 

Other filmed lectures will deal 
with the search in Kenya for a 
legendary graveyard of elephants, 
the sailing of the Mayflower II, 
and the discovery of the remains 
of the earliest known true man 
who died more than 600,000 years 
ago in Tanganyika. 


ue cid 


Cum Peacock, Vice-President, 
on Board of Grandacci, Inc. 


Clifford L. Peacock has been 
named a member of the board of 
directors and a vice-president of 
Scripts by Oeveste Granducci, Inc., 
in Washington, D. C. Peacock, 
who has won three film awards, 
has previously served as film and 
TV writer-director-producer with 
WCLA, WTVR, General Electric 
and the Martin Company. 


ba * cd 


Three Federal Aviation Films 
on Camera at Milner-Fenawick 


Milner-Fenwick of Baltimore, 
Md., is currently producing three 
new films for the Federal Aviation 
Agency’s National Experimental 
Test Center (NAFEC) in Atlantic 
City, N. J. VGSI-Visual Glide 
Slope Indicators is a 16mm sound- 
color film with animation; The 
Eves Have It, an evaluation of 
experimental runway lighting, will 
also be filmed in 16mm with ani- 
mation. 

According to Hoby Wolf, ac- 
count executive at Milner-Fen- 
wick, another film not yet titled 
will document the history of run- 
way lighting from flares and 
smoke-pots to the most modern, 
efficient flush-mounted lights. 


* aS xt 


Doug McMullen Opens Own 
Office in Duanesbarg, N. Y. 


Well-known Washington script- 
writer, Douglas McMullen, former- 
ly a vice-president of Scripts by 
Oeveste Granducci, Inc., has an- 
nounced formation of a new office 
in Duanesburg, New York. 

McMullen was a_ Broadway 
actor for 10 years, and for 20 
years a film and TV writer with 
General Electric Public Relations, 
Army Pictorial Service and Gran- 
ducci. He was a staff member of 


the latter organization for 11 years. 
Among his awards he has received 
the Hollywood Oscar for his docu- 
mentary Toward Independence. 


%* * * 


Washington Film Council Hears 
Kerkow on Assets, Liabilities 
In a speech titled “Looking at 
Our Assets,” Mr. Herbert Kerkow 
of Herbert Kerkow, Inc., of New 
York, recently outlined for the 
Washington Film Council both the 
assets and liabilities of the non- 
theatrical film industry. Kerkow 


inl 


bie US 


| 
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cited, for example, as one of the 
major assets in this field, the re- 
cent proceedings of the SMPTE 
international (High Speed) con- 
ference in Washington. 

On the debit side, he stated that 
(1) it takes too long to make films 
now, (2) there is a “curious duali- 
ty” in the concept that a film must 
have a large audience, which often 
ruins its effectiveness, (3) there 
is a lack of power or status for 
the film maker in industry and gov- 
ernment and, (4) there should be 
an established, basic form for mak- 
ing films—preferably instigated in 
Washington. 

Kerkow illustrated his talk with 
a short film which he produced 
and which won the Certificate of 
Award of the National Visual Pres- 
entation Association and the Sales 
Executives Club of New York for 
“Motion Pictures as Selling 
Tools.” i 

* HE of 
Rodel Productions Shooting 
Abroad tor German TV Net 


Rodel Productions of Washing- 
ton has dispatched crews to a 
dozen different parts of the world 
to film a series of half hour shows 
titled Diplomatic Passport for a 
new German TV network. The 
stories will document the diplo- 
matic life in the German embas- 
sies, missions and consulates in 
such places as Lagos, Nigeria, Bag- 
dad, Tokyo, New Delhi and Bonn. 

* * aE 


Aid to Smatler Producers 


For smaller producers, working 
on limited budgets without perma- 
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A negative approach... 








sometimes opens new horizons 


.@ Sound e Editorial e Laboratory Services 


Ca oral 


CAPITAL FILM LABORATORIES, INC, ¢ 1905 FAIRVIEW AVENUE, N. E, 
WASHINGTON 2, D.C, @ PHONE LAWRENCE 6-4634 


WASHINGTON: 
(CONTINUED FROM PAGE 13) 


nent staff writers, Spencer Bost- 
wick’s Planfilm Incorporated of 
Washington has added a “do it 
yourself” department. If presented 
with complete research notes and 
rough script drafts, Planfilm will 
re-write for professional shooting 
scripts. 
aa * * 

Third USDA Visual Workshop 
in Washington, July 17-21 


The third annual Visual Work- 
shop of the United States Depart- 
ment of Agriculture is scheduled 
for July 17-21, in Washington, 
D. C. Usually held in January, 
the coming workshop would have 
conflicted with the date of the 
Presidential Inauguration. 

The American Association of 
Agricultural College Editors will 
also hold its annual meeting in 
Washington in 1961, and _ the 
USDA Workshop is now sched- 
uled for the week prior to the 
AAACE meeting. 

Changes in the format for the 
third Workshop include more out- 
side speakers and discussion lead- 
ers from industry, colleges and 
government. A trade show will be 
held in conjunction with the meet- 


ing. Ind 


“Golden Mercury” Award to 
Coca-Cola’s “Wonderful World” 

* Wonderful World, produced 
for The Coca-Cola Company and 
the Bottlers of Coca-Cola by The 
Jam Handy Organization, has won 
an award in the “Golden Mercury” 
competition of the Venice Cham- 
ber of Commerce at the 11th In- 
ternational Exhibition of Docu- 
mentary Films at the Cinema 
Palace, Venice, Italy. 

The colorful world travel film 
was one of eight winners out of 
95 entrants. Wonderful World was 
recently featured in BUSINESS 
SCREEN. th 
Scene in Coca-Cola’s color film, 


“Wonderful World,” which won a 
Golden Mercury award. 


How well are your policies and 
orders carried out by your sub- 
ordinates? 


The answer to that question de- 
pends upon how well your super- 
visors represent management to 
your employees. 


Make sure that the management 
under you is what you want it to 
be. Show your supervisors how to 
represent management with: 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB" 
@ “INDUCTION AND 
JOB INSTRUCTION” 
@ “HANDLING 
GRIEVANCES” 
“MAINTAINING 
DISCIPLINE” 
“PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 
“PROMOTING 
COOPERATION” 
“INTERPRETING 
COMPANY POLICIES” 


Write for details concerning preview 





Guided FILM Missiles 


ROCKET 


oh ( > 
ut” INC 
6108 Santa Monica Boulevard 
Hollywood 38, California 
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“These Kodak Pageant Projectors can record sound as well as play it back. We use them to transfer sound 
from magnetic film to duplicate prints ... saving time and recording expense, and providing flexibility.” 


“Movies communicate in minutes what would 
otherwise take hours or days to learn” 


Says producer Charles Probst, President, Cine- 
fonics Inc., a Division of Cook Electric Company, 
Chicago, Illinois: 
“Our movies speed the interchange of technical 
information—create an understanding vitally 
needed among engineering teams widely sepa- 
rated by place, time, or technology. These mo- 
tion pictures also help the layman understand 
scientific advances, especially in nuclear and 
space age projects. 

““Cinefonics film reports, we've been told, can 


interpret and communicate—faster than per- 
sonal talks or visits. 

“One way we meet our ‘crash’ deadlines— 
when vital information must be filmed with 
sound and rushed to many places for viewing 
simultaneously—is with the Kodak Pageant Pro- 
jector setup (above) for recording magnetic 
sound tracks. 

“We use many Kodak Pageant Sound Pro- 
jectors because they’re compact and quiet, be- 
cause their performance flatters the motion pic- 


tures we make, and because they don’t get in the 
way of what we’re showing.” 


Smooth presentations 


... that’s the Kodak Pageant idea. A projector 
that takes distractions out of screened instruc- 
tional, sales, educational, and business motion 
pictures. 

A Kodak audio-visual dealer will demonstrate. 
Or, write for detailed booklet. 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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A Producer is known 
by 


re the 
clients 


S he 
» keeps 


UNITED AIR LINES 

YOSEMITE PARK & CURRY CO. 
GENERAL PETROLEUM CORP. 

N. W. AYER & SON 
INTERNATIONAL HARVESTER CO. 
SOCONY MOBIL OIL CO. 

UNION PACIFIC RAILROAD 
HAWAIIAN AIRLINES 

DOUGLAS AIRCRAFT CO. 
MONSANTO CHEMICAL CO. 
SOUTHERN CALIFORNIA EDISON CO. 


BURKE DOWLING ADAMS, INC. 


DELTA AIR LINES 


The above list of cur- 
rently active Cate & Mc- 
Glone clients, together 
with the year in which 
our relationship began, is 
an impressive testimony 
of the quality of service 
which this firm has ren- 


dered through the years. 


CATE a MeGLONE 


1521 CROSS ROADS OF THE WORLD, HOLLYWOOD, CALIFORNIA 


SIGHT & SOUND 


MPO Has 32% Sales Increase; 
American Exchange Lists Stock 

150,000 shares of $1 par Class 
A stock in MPO Videotronics, 
Inc. were admitted to listing and 
to dealings at the American Stock 
Exchange on October 19. The 
stock opened on 200 shares at 81. 

MPO Videotronics is the parent 
company of MPO Productions, 
Inc., a leading producer of spon- 
sored films for industry for many 
years. 

W hile television commercials 
accounted for 85% of MPO 
Videotronics’ gross income in the 
last fiscal year, the company an- 
ticipates a revision of this ratio 
due to the larger proportion of 
industrial film business in the fiscal 
year of 1960. For the nine months 
ended July 31, 1960, sales were 
$5,488,000, or 32% higher than 
the $4,150,000 of sales for the 
similar period in 1959, and net 
income was $187,000 versus 
$142,000 or 32% above that 
shown for nine months in 1959. 

One of the company’s recent 
major achievements was the com- 
pletion of two major productions 
by MPO Sales and Training Pro- 
grams, Inc. on a $950,000 con- 
tract with the Ford Motor Com- 
pany. MPO produced a two-hour 
spectacular which is being shown 
to the 40,000 Ford dealers nation- 
wide for introducing the 1961 
Ford line of cars with basic sales 
strategy for the coming year. In 
addition, a series of sales training 
films has been produced for Ford 
to help dealer parts departments, 
maintenance and showroom sales- 
men. Ly 

* * * 
Industrial Management Group 
Honors Colburn Laboratory 
x Geo. W. Colburn Laboratory, 
Chicago, recently was honored by 
the Industrial Management Society 
for contribution to the advance- 


Pictured above are Ralph Landes 
(left) and Clyde Ruppert, director 
of Colburn Lab’s producer serv- 
ices at award ceremonies. 


ment of industrial motion pictures 
and to the Society’s annual film 
festival. 

The award, presented by Ralph 
Landes, past president of the In- 
dustrial Management Society and 
founder of the competition, was 
announced at a banquet held at 
the Conrad Hilton Hotel, Chicago, 
honoring the festival’s winner. 


* * * 


Sweetman to Head N. Y. Office 
for Bay State Productions 

* Bay State Film Productions, 
Inc., has opened a New York office 
at 15 West 44th Street to better 
serve its clients in the New York 
area. In charge will be Merrill K. 
Sweetman, who merged his own 
firm, Sweetman Productions, with 
Bay State early this year. 

Bay State’s headquarters and 
production studios are at Spring- 
field, Mass. Another office is main- 
tained in Boston. it 

- * # 

Henning & Cheadle Moves 

Henning and Cheadle, Inc., 
specialists in automation in mar- 
keting and creative producers of 
plans, programs and _visualiza- 
tions, announce a new address 
and telephone number: 10010 
Greenfield Road, Detroit 27, 
Michigan, BRoadway 2-1000. 
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MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


F For BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
Circle 6-2146 


45 West 45th St. 
New York 36 
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“7 PROFESSIONAL FILM MAKERS DEMAND! 


GUARANTEED 
INSPECTION AND 
STAMP OF APPROVAL 


Producers, directors, cameramen, photo-instrumentation and audio-visual engineers 
come to us for products, equipment repairs, information and ideas because of our 
know-how and experience as pioneers in the photographic industry. Our staff of 
engineers and technicians learned on the firing line of practical application. 


r MANUEACTURER?S 


New CECO 1000 foot Magazine for ; - , ®. New CECO Advanced Weinberg-Watson Remote Con- 
Arriflex 35mm "i trol 16mm Stop Motion Projector (absolutely flicker- 
. LOWEL-LITE Kit with Gaffer Tape less). Also CECO 35mm Stop Motion Projectors. 
(A lighting unit which attaches 
to walls, shelves, stands, pipes . . . 
most anywhere) 


AMERA ip T(O..1NC. 315 West 43rd St., New York 36, N.Y 
For full: @ Qu _ © Wdson 6-1420 = 


brmteny- oo reas ll inf ormatio n: : Gentlemen: I am interested in the items checked below. 
Please rush me more free information on th oduct 
— and price: n these products 


] CECO 1000" Magazine for Arri 35 


[] NOMAD Sound Recorder/Reproducer 
of each: JARO-Salford Light Meter 


C] Editing Gloves and Supplies 
[] MOVISCOP 16mm Film Viewer 
J (} CECO Portable Power Supply 
yroduct.: [} CECO Weinberg-Watson Projector [) JEFRONA Cement—GTC-9 Cleaner 

| LOWEL-LITE Kit [] PRECISION Sound Readers 

] PROSKAR Anamorphic Lens [] CECO Film Cleaning Machine 

sen d this: COLORTRAN Lighting Equipment (] COLORTRAN Polecats 

postage-f ree: 


ee | ecard now!!!: | 
New NOMAD Synchronous Transistorized : Firm 
Sound Recorder /Reproducer 
(Lightweight—completely portable) 


Nome Title 








Address. 





*CECO — Trademark of 


Camera Equipment CO., Inc. : City 








BEFORE DECIDING TO BUY, RENT, LEASE OR REPAIR YOUR EQUIPMENT, 
CHECK WITH CECO. ADVICE FROM CECO MEANS MONEY IN YOUR POCKET. 


Editing Gloves and Cutting 
Room Supplies 


We provide the same 
precision repair service for 
your equipment that we 
| give to our own gigantic stock 
| of rental cameras, editing, 


lighting and other equipment. 


PRECISION Sound Readers 
(3 models — Optical, Magnetic, 
Optical-Magnetic combined) a ere 
COLORTRAN Polecats 
(telescoping columns) for 
Attaching Equipment, Lights, etc. 
(Various heights available) 


ss 


New CECO Portable Power Supply for 
Auricon Cine-Voice Camera 


a 2 oe i eee < a ive e 

PROSKAR Projection and Photo- 

graphing Anamorphic Lens for 
Mow CECO Film Cleaner 16mm Cameras and Projectors 


and Ciconing machine 


FIRST CLASS 
PERMIT No. 4236 |: 
New York, N. Y. : In New York: 
Sec. 24.9, P.L.&R. |: Camera Equipment Co., Inc. 
. 315 W. 43rd St. 
: New York 36, N. Y. 
BUSINESS REPLY MAIL :  JUdson 6-1420 
NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 
tn Florida: 
Camera Equipment Co., Inc. 


POSTAGE WILL BE PAID BY * of Florida, 1335 E. 10th Ave. 


Hialeah, Florida tye % winks 
: TUxedo 8-4604 JEFRONA Film Cement & 
CAMERA EQUIPMENT COMPANY, INC. : In Hollywood, California: GTC-59 Lens Cleaner 
° Camera Equipment Co., Inc. 
DEPT. 63, 315 WEST 43rpD STREET 6510 Santa Monica Blvd. 
NEW YORK 36, N.Y. : Hollywood, California 
HOllywood 9-5119 





Only Bell & Howell could solve this 
on-the-go training program for one 


of world’s largest direct sales forces! 


Problem: To train new Field Enterprises representatives in the best way to sell the World Book Encyclopedia. 


Step 1: At thisChicago meeting of 1,400 Field Sales Managers, Then, in individual! sessions, Bell & Howell worked with 
Bell & Howell's Audio-Visual service helped Field manage- Field managers to determine the correct sound projectors 
ment sell the idea of using a special film training program. for their needs and set up purchase or rental plans. 


Step 2: In hotel rooms, homes, offices — wherever “on-the-go” the Filmosound Projectors and gave instruction in their use. 
Field Sales Managers could be contacted—local Bell & Howell Only Bell & Howell, with the largest nationwide Audio-Visual 
Audio-Visual Representatives followed up after the delivery of network, has the manpower and coverage for such a job. 


The power of Bell & Howell Audio- Dene Howe 


. . 7108 McC k Road, Ch 45, Illinoi 
Visual Service can work for you, too. ee ee 
Gentlemen: Please send me free booklet on the uses of sound 


Let us show you how. films, in sales promotion and training. 
NAME 


FINER PRODUCTS THROUGH IMAGINATION 


COMPANY 


> Bell & Howell ADDRESS 


CITY STATE 
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Use Victor-Soundview Sound Slidefilm 
Equipment All 3 Ways 


1. t's a filmstrip and slide projector. You 
can use the Victor-Soundview pushbutton 
projector independently of its phonograph 
when you want to show filmstrips or slides 
only. Choose the projector that fits your 
needs best and combination 
filmstrip-slide projectors are available in 
500-watt models. 


Filmstrip 


2. It's a portable phonograph. Want to 
put on a record program? Remove the 
projector from its case and use the Victor- 
Soundview 4-speed phonograph by itself. 
Single case phonograph with detachable 
8” speaker is light in weight. Speaker is 


supplied with 25’ cord so it may be placed 
next to the screen when showing sound 
slidefilms. 


3. It's a fully aut tic or | sound 
slidefilm outfit. Take your choice. If you 
want to show sound slidefilms with audi- 
ble signal specify a pushbutton remote 
control model. If you want fully automatic 
operation specify models with high or low 
frequency controller. And remember that 
only with Victor-Soundview can you build 
up to fully automatic equipment gradually, 
by starting with a basic projector and add- 
ing a component at a time. 











Only Victor-Soundview Projectors offer all these features: 


Simple push-down filmstrip threading. Spring-lock “no-slip” framing. Spin-back 
device for film review. Fast change from filmstrip to slide. Highest quality 5” 
f:3.5 Automar projection lens. Four-element optical system. Efficient fan cooling 
system prevents film damage and burned fingers. Ceramic edge glass pressure 
plates protect film from scratches. 








ASK YOUR DEALER 
FOR A 
DEMONSTRATION SOON. 


SO YEARS OF 
PROGRESS 
1910 1960 


VICTOR ANIMATOGRAPH CORP. 
Division of Kalart. 
Plainville, Connecticut 


Free Booklet — How Industry Profits from 
Sound Films. For your copy—plus informa- 
tion about Victor-Soundview Projectors— 
mail coupon to Victor Animatograph Corp., 
Div. of Kalart, Plainville, Conn., Dept. 134. 


Name 
Position 


Address 
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Russia Wins Top Award at San Francisco 


Golden Gate Festival Culture-Bent But Mentions Business 


HE New “Film As Communi- 

cation” category of the San 
Francisco International Film Fes- 
tival brought honors to several 
sponsored films. Two “Golden 
Gate Awards” and four honorable 
mentions were presented to 16mm 
motion pictures in this group. 

Ask Me, Don't Tell Me, pro- 
duced in San Francisco by Dave 
Myers, with script by George Du- 
sheck, covering the American 
Friends Service Committee “Youth 
For Service” project, received one 
of the prizes. 

The Hunters, a record of the 
last of the African bushmen, pro- 
duced by the Film Study Center, 
Peabody Museum, Harvard Uni- 
versity, and entered by Contem- 
porary Films, Inc., was the other 
winner. 

Honor Mentions to Four 

The four winners of honorable 
mentions were: A Number of 
color animation film 
produced for agency media de- 
partments by Elektra Studios, Inc., 
for WOMAN’s Day magazine; and 
Autumn, a mood picture produced 
by the Television Center, State 
University of lowa. 

Ages of Time, a history of time- 
keeping narrated by Burgess Mere- 
dith and produced by MPO Pro- 
ductions, Inc., for the Hamilton 
Watch Company; and That They 
May Live, a safety film teaching 
direct artificial respiration, pro- 
duced by Pyramid Film Producers 
with the cooperation of the Uni- 
versity of Saskatchewan College of 
Medicine, also won _ honorable 
mentions. 

Soviet Satellites Score 

“Golden Gate Awards” for 
short subjects were distributed to 
seven different countries, with the 
United States receiving two 
Awards for Pow Wow, produced 
by Allen Downs and Jerome Lieb- 
ling, winning as best creative-ex- 
perimental film, and Day of the 
Painter, written and directed by 
Robert Davis splitting with Rus- 
sia’s Revenge, a Chekhov short 
story, for the best fiction short 
subjects. 

Hungary’s /mmortality was 
judged the best art film. France, 
Rumania and Yugoslavia chalked 
up honors for best documentary 
and animated shorts. The Award 
for best industrial film went to 
Guy Cote of Canada for his study 
of oil drilling, Roughnecks. 

Soviet Russia, participating for 
its first year in the Film Festival, 
won two major “Golden Gate 


Awards,” including one for best 
picture of the world-wide com- 
petition. 

Ballad of the Soldier was the 
Russian entry receiving the best 
picture award. Grigori Tchukhray, 
who directed the film and aided in 
writing the script, received in per- 
son the prize for director at the 
Awards Ball in San Francisco. 

* Oo * 
Railroad Film Awards to 
Close Entry Lists Jan. 15th 

January 15, 1961, is the closing 
date for entries in the tenth annual 
“Golden Spike” advertising 
awards competition sponsored by 
the Association of Railroad Ad- 
vertising Managers. 

Motion pictures and slidefilms 
are eligible to compete for the 
award presented each year by the 
ARAM to the advertiser outside 
the railroad industry who, through 
the use of any advertising medium 
or combination of media, is judged 
to have made the most outstand- 
ing contribution to a better under- 
standing of the importance of rail- 
roads, or who has directly or in- 
directly helped to promote rail 
freight or passenger traffic. 

Advertising appearing between 
January 1 and December 31, 1960, 
may be entered. Entry blanks may 
be obtained from the chairman of 
the awards committee, John N. 
Ragsdale, Advertising Manager, 
Association of American Rail- 
roads, Transportation Building, 
Washington 6, D. C. Prints of mo 
tion pictures and slidefilms should 
be submitted no later than January 
15, 1961. ng 

BE * * 
Erickson to Head Filmways 

Rodney Erickson has been 
named president of Filmways, 
Inc. Former President Martin 
Ransohoff is now board chairman 
and chief executive officer. 

Mr. Erickson, who has been in 
executive capacities with net- 
works and ad agencies, was most 
recently head of his own firm. & 
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TITLE Typographers 


and 


Hot-press Craftsmen 
SINCE 1938 


Write for FREE type chart 


Cal T TITLE SERVICE 
KNIGH 


145 West 45th St., New York, N.Y. 
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Technical pictures don’t have to be too technical. 


Technicians are also people. Their worlds are complex 


ones, but the technical motion pictures they seem to 


prefer are the ones which are clear, interesting and 


well executed, as well as being accurate and informa- 


tive. Put yourself in an audience with upper-case 


technicians and yeu couldn’t tell a biochemist from 


your neighbor next-door. Technical groups want 


motion pictures on technical subjects to be, in the 


first, second and third place, good motion pictures. 


Frank K. Speidell, President 


Herman Roessle, Vice President 


P. J. Mooney, Secretary & Treasurer 


Vice-President, Sales: 


T. H. Westermann 


Technical 


Pictures 


by Audio... 


Atomic Energy Commission 


American Bosch Arma Corp. 


American Machine 
& Foundry Co. 


American Telephone 
& Telegraph Co. 


Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Inc. 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U. S. Navy 

Western Electric Co. 
Westinghouse Electric Corp. 


—and many, many others 


Producer-Directors: 


Frank Beckwith 
L. S. Bennetts 


Alexander Gansell 
H. E. Mandell 


Harold R. Lipman 
Erwin Schart 





IN CANADA write 


Even in classrooms sunshine bright. ie 


AO’s NEW OVERHEAD 
DELINEASCOPE 


gives the clearest image you've ever seen! 


This revolutionary new overhead projector, by American Optical 
Company, was developed around a powerful 1000 watt light source 
to give you the brightest .. . biggest projected screen image you've 
ever seen. Even the extreme corners are sharp and clear because a 
specially designed Fresnel lens affords perfectly balanced illumination 
to every square inch of screen area 


This precision teaching instrument will project all the line, form and 
color of a 10x 10” transparency up to a huge 177 sq. ft. screen im- 
age ...in crisp, accurate detail. 


You'll enjoy using this instrument because you face your class at all 
times...observe every movement and expression of subject reception 
and understanding 


AO's Overhead Delineascope helps give your program an unlimited 
flexibility that is not possible with any other AV medium. You can 
emphasize or dramatize by adding to your prepared teaching ma- 
terial on-the-spot 


You'll want to see all the new, exclusive features that make this in- 
strument a = investment in creative teaching. Your AO Sales- 
man or Audio-Visual Dealer will be happy to arrange a demonstra- 
tion at your convenience. 


Dept. M-80 


Overhead Delineascope 


American Optical 


“) Company 


eremcee 


Name 
Address 


INSTRUMENT DIVISION, BUFFALO 15, NEW YORK Zone 


Please send complete information on AO’s New ] 


American Optical Company Canada Ltd., Box 40, Terminal A, Toronto, Ontario 


Projecting the Future for 8mm Sound 


Propose Print, Projection Standards te Safeguard Users 


Lal Is THE FUTURE of 8mm 
sound in the business, in- 
dustrial, educational and religious 
fields? Stimulated by the recent 
advent of new 8mm sound motion 
picture projectors out of Eastman 
Kodak, Fairchild (Cinephonic) 
and the Tandberg (Elite) compa- 
nies, 8mm sound has drawn in- 
creasing attention. 

As previously noted in these 
pages, however, the lack of uni- 
form standards needed by pro- 
ducers and film laboratories has 
been a handicap to safe passage 
by prospective users of this new 
audio-visual dimension. 

Three Committees Cooperate 

The Editors ‘are glad to note 
that progress in 8mm sound stand- 
ards is being made and that agree- 
ment was reached at the recent 
Washington, D. C., semi-annual 
convention of the Society of Mo- 
tion Picture and Television Engi- 
neers. 

These agreements resulted from 
co-operative work of three SMPTE 
Committees—the Sound Commit- 
tee, the 16 and 8mm Committee, 
and the 8mm Ad Hoc sub-com- 
mittee. The proposed standards 
are now being circulated by 
mail to the complete membership 
of the committees involved for a 
final vote. The complete commit- 
tee approval must be obtained be- 
fore submission of the proposals 
to the American Standards Asso- 
ciation as recommended ASA 
standards for 8mm _ sound. 

These Are Proposed Standards 

The committee recommenda- 
tions include: 

1. The 8mm magnetic sound 
stripe is to be 28 to 31 mils wide. 

2. The recorded signal is to be 
25 mils minimum width. 

3. Playback scanning of the 
sound is to be 19 mils width. 

4. Film speed to be 24 perfora- 


tions per second, or a linear speed 
of 18 feet per minute. 

5. Sound on the magnetic stripe 
is to be advanced 56 frames plus 
or minus 1 frame, in relation to 
the picture. 

6. Both the record and play- 
back frequency response is estab- 
lished by specifications to be in- 
corporated in a frequency test film. 
The test film is to be available in 
mid-December. (Other standards 
for volume levels, flutter, azimuth, 
etc., are established in the specifi- 
cations for additional test films, 
now in preparation. ) 

The importance of these stand- 
ards, and the test films, cannot be 
over-emphasized. They lay down 
“the rules of the game” so that 
any 8mm sound print will project 
and play well on any 8mm sound 
projector—if both print and pro- 
jector abide by the standards. } 


* *” * 


Republic Steel Corp. Lists 35 
Subjects in Free Film Catalog 
© Thirty-five films covering a 
wide range of general-interest 
topics on steel and its uses are 
described in a new 33-page illus- 
trated catalog now available from 
Republic Steel Corporation. 
Among the variety of subjects 
included are The New World of 
Stainless Steel, The Care and 
Handling of Buyers, and Let's 
Build a Fence. All motion pictures 
listed are 16mm, most of them in 
color, running from 12 to 45 min- 
utes. The catalog is for use by 
business and technical organiza- 
tions, civic and church groups, 
schools, and other _ interested 
groups. The films are distributed 
on a free-loan basis, and catalogs 
are available free of charge from 
Republic Steel Corporation, Com- 
mercial Research Division, 1436 
Republic Building, Cleveland. 





NEW YORK’S FINEST PROJECTION SERVICE 


®@ Skilled reliable projection service by a firm with 40 years 


of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 
service. Previews arranged in all details. wiser 


Anywhere in the Metropolitan New York Area. 


De Meo Motion Picture Projection Service 


3211 Quentin Road, Brooklyn 34, N. Y. 


ESplanade 5-1227 
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COMMUNICATORS 
OF IDEAS 


Where Can You Find the Best Men for the Job? 


You probably have many of them on your payroll now. 


‘For over ten years, we’ve been helping some of the nation’s 
largest companies develop the full potential of their manpower to meet 
the problems and promise of progress. 


Programs we produce on films and all other communications 
media have stimulated new attitudes and created new aptitudes for... ° 


Sales 

Productivity 

Community, customer and employee relations 
Supervision and management .. . 


for organizations such as 
American Telephone & Telegraph Company. . 
Frigidaire... . International Business Machines... 
Johnson & Johnson ... Mutual Benefit Life Insurance .. . 
Pan American Airways... the United States Army .. a: 
United States Employment Service ... and many others. 


HENRY STRAUSS ¢& CO. inc. 


31 WEST S3RD STREET - NEW YORK 19. N Y 
PLAZA 7-065! 


& 





PARTHENON PICTURES 
eae. 


HOLLY WOOD 


Within the next few weeks, 
Parthenon will be 
shooting at following 
locations . 


crews 
the 


Atlanta, Georgia 
Baltimore, Maryland 
Carteret, New Jersey 
Casper, Wyoming 
Chicago, Illinois 

Cody, Wyoming 

Elk Basin, Montana 
Farmington, New Mexico 
Fort Laramie, Wyoming 
Freeman, Missouri 
Indianapolis, Indiana 
Jefferson City, Missouri 
Joliet, Illinois 

Kansas City, Missouri 
Angeles, California 
Mandan, North Dakota 


Miami, Florida 


Los 


Milwaukee, Wisconsin 
Moab, Utah 
Neodesha, Kansas 
New York City, New York 
Powell, Wyoming 

St. Louis, Missouri 

Salt Creek, Wyoming 

Salt Lake City, Utah 
Savannah, Georgia 
Seymour, Indiana 
Trenton, Missouri 
Tulsa, Oklahoma 
Vincennes, Indiana 
Whiting, Indiana 
Wood River, Illinois 
Yorktown, Virginia 


and: 


ALBERTA 

BELGIUM 

FRANCE 
ITALY 
ARGENTINA 
IRAN 

LIBYA 


The point being .. . regard- 
less of location, budget or con- 
cept—Parthenon Pictures can 
service your film requirements 

and will be happy to discuss 
them with you in detail. 


PARTHENON PICTURES 


Cap Palmer, Executive Producer 
2625 Temple St. ®@ Hollywood 26 
In Chicago: Phone RAndolph 6-2919 


Detroit: Phone ADams 1-9113 





BRIEF REVIEWS AND COMMENT ON CURRENT INFORMATIONAL FILMS 


Donald Duck Stars in Disney’s 
New Cartoon on Plant Safety 

Another example of Walt Dis- 
ney’s cartoon humor as a useful 
means of delivering » lesson is the 
new film How To Have An Acci- 
dent at Work, a sharp satire on the 
serious business of plant safety. 

Star of the 8-minute color car- 
toon is Donald Duck, long known 
as the “symbol of the irrepressible 
average man.” Although Donald is 
the perfect model of all good 
safety habits at home, he reckless- 
ly disregards all the rules when he 
gets on the job. 

Bruised, battered and bandaged, 
he makes repeated trips to the first 


aid station, off-handedly blaming 
“fate” for his troubles. However, 
a bearded duck character, J. J. 
Fate, shows up to disprove Don- 
ald’s careless rationalization. 

J. J. Fate points out that for 
Donald, it’s just one preventable 
accident after another. 

How to Have an Accident at 
Work is another safety film in the 
tradition of Disney’s Motor Mania 


and How to Have an Accident in 
the Home. 

This humorous but effective 
safety cartoon is available to in- 
dustrial groups through all licensed 
Disney rental dealers for $6.00 
per day or on long term lease. 

aK * ok 


Behind the “Mechanical Brains” 
Of Electronic Digital Computers 

Electronic digital computers— 
the “mechanical brains” that were 
used in tabulating and projecting 
the vote tallies in the recent 1960 
elections—are featured in a new 
film produced by the audio-visual 
department (engineering) at Rem- 
ington Rand Univac. 

Introduction to Digital Com- 
puters, a 25-minute, color and 
sound 16mm motion picture, is 
the first filmed explanation of elec- 
tronic digital computers. Aimed 
at audiences of high school age or 
older, the film uses language easily 
understood to explain computers 
—what they are, how they work 
and what they do. 

Questions most frequently asked 
about computers are answered by 
means of animated sequences ex- 
plaining the five basic sections of 
a computer. A simple problem in 
addition is animated step-by-step, 
using binary arithmetic, or com- 
puter language. 

The film is available on a free 
loan basis to school, civic, pro- 
fessional or business groups con- 
tacting the public relations depart- 
ment at Remington Rand Univac, 
St. Paul, Minnesota. Wy 


L&L animation. inc. 
THE PRODUCERS SERVICE 


e animation 


e slidefilms 
¢ filmographs 


e opticals 





16 West 46th Street 
New York 36, N. Y. 


BRING YOUR PROBLEMS TO US! 


irv levine 
larry lippman 
chris grodewald 
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“custom tailored” 


MUSIC... 


for films & filmsitrips 


- 
a 


we edit complete music and 
sound effects scores —“custom 
tailored” to your requirements. 


-” 
ae 


original music scores. 
ALSO 


NEW HI-FI DISC AND TAPE 
LIBRARY available to 


producers. 


corelli-jacobs 


FILM MUSIC Ine. 
723 SEVENTH AVE. 
NEW YORK 19. N.Y. 
Write for 
catalog 
or phone JUdson 6-6673 





For the Finest in Products or Serv- 
ices Consult These Business Screen 
Ad Pages... 





: a ee _ Pein <2 v 
For l6émm. Film — 400° to 2000° Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 
Fiberbilt — TRADE 

Cases witty MARK 
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Complete Processing Facilities 
For All Your Film Require- 
ments .. . Color and Black 
and White 


ASSOCIATED 
SCREEN 
Pa \ \ Joi INDUSTRIES, LTD 


MONTREAL 


U.S.A- : 


DU ART FILM LABORATORIES, INC. 
TRI ART COLOR CORP. 


TRI 


ART : 
COLOR Sete 4 














(a subsidiary of Du Art Film Labs., Inc.) 
245 West 55th St., New York 19, N. Y. + PLaza '7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. - 2000 Northcliff A Montreal, Canada 
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SERVING THE WORLD’S FINEST FILM MAKERS 


New FB POLE SET 


An Easy Way to Hold Things Up... Anywhere 
Lights « Props « Backgrounds * Mikes 


Without Nails or Screws 
‘34° 


per set 

consisting of: 
2—3-piece poles 
7—fittings 
1—110” cross bar 
Adjustable from 
82’ to 1214’ 








F & B POLE SET is a featherweight, telescoping aluminum 
column with an expansion spring in the top. Adjust it once 
to your ceiling height with locking collar. Then just spring it 
in and out of place as you please. Rubber pads top and 
bottom protect ceilings and floors .. . can’t be knocked over 
and takes less floor space than a silver dollar. A perfect, 
mobile, lightweight support for lights. Two POLE SETS with 
cross piece and ng can be used to hold a roll of back- 
ground paper, props, flats, etc. Perfect for location filming. 


POLE SET 10%’ to 15’... $38.95 


Individual Parts: 


3 piece Pole 3 piece Pole Cross Bar 

with Clamp with Clamp (110) with 

842’ to 124’ 1042’ to 15’ 5 iting’ 
8. 


$8.50 ea $9.50 ea 50 ea 


NOW AVAILABLE AT F & B 
ENGLAND’S FAMOUS 


ACMADE MARK II 
EDITING TABLES 


Continuous movement (non-intermittent) safer 
for negative or positive viewing 

Synchronous and variable speed, instant stop, 
forward and reverse foot pedals and press 
button 

Film paths instantly declutchable by switch 
selection 

Projected picture 8”x6” or larger by removing 
screen. 

Separate magnetic and combined optical and 
magnetic heads. 

Built-in synchronizer footage counter and run 
ning time counter 

Removable flange plate with tite wind roller 
Instant sound track selector 

Manual inching control 

Fast rewind controls 


Now In Use By: British Broadcasting Corp., British Movietone 
News, Television Wales & The West, Scottish Television, 
Granada TV, Southern TV, international News Film Agency, 
British War Office, Associated TV, Atomic Weapon Research, 
Cambridge University, Mather & Crowther, Editorial Films, 
Park Pictures, Marconi TV, and many other leading British 
producers. 


Fiorman & Babb — Exclusive East Coast Dealers 


More PORTMAN ANIMATION 


STANDS Sold To: 


e Australian Broadcasting 
Commission 
© Robert Tinfo Technical 
Animation 
© Bay State Film Productions 
© Walter Craig Productions 
e Ayacucho Cine, Caracas 
e KVOS-TV, Vancouver 
© Ford Motor Company 
© Rembrandt Films 
Ansel Studios 
Corwin Studios 
L & L Animation 
Mayo Clinic 
Slide-0-Chrome 


A rugged precision and versatile 
animation stand that offers more 
than 40 accessories for special 
animation and effects. 


Prices begin at 


1995 


AVAILABLE NOW: 
New ACME-PORTMAN 16mm-35mm interchangeable 
camera with ball-bearing mounted cam-rackover 
Write for descriptive folder and price list 


© 35mm and 16mm 
e For Studios & TV 
e Cutting and Viewing 





Price complete and 
duty paid. 


‘2975 


fob New York 


oY 


FLORMAN « BABB, rnc. 


68 West 45th Street - New York 36, New York *- MUrray Hill 2-2928 
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A-V CALENDAR: 1961 


January 12-14, 1961 


National Audio-Visual Assn. 
Mid-Winter Conference at the 
Statler-Hilton, Dallas, Texas. 


January 27, evening 


Committee on Int’l Non-Theatri- 
cal Events, awards presenta- 

tion, screening. N. E. A. Audi- 

torium, Washington, D. C. 


February 5-11 
Advertising Week. Int’! Broad- 


casting Awards announce- 
ment (includes tv commercials). 


February 13-15 


Calvin Film Workshop, at Cal- 
vin Productions, Inc. Kansas 
City, Mo. 


February 21-23 


NAVA Western Conference, 
Coronado Hotel, San Diego, 
California. 


March 30-April 1 


Industry Film Producers Assn. 

2nd Annual Convention, Trade 
Show. Miramar Hotel, Santa 
Monica, California. 


May 7-12 
Society Motion Picture & Tele- 
vision Engineers, 89th semi- 
annual convention. King Edward 
Sheraton Hotel, Toronto, Can. 


May 23 & 24 
Day of Visuals: Nat’! Visual 
Presentation Assn. Hotel Roo- 
sevelt, New York. 


July 17-21 
3rd Annual Visual Workshop, 


U. S. Department of Agricul- 
ture, Washington, D. C. 


July 22-25 
National Audio-Visual Conven- 
tion & Trade Show. Morrison 
Hotel, Chicago, Ill. 


September 13-15 


9th Annual Columbus Film Fes- 
tival, Columbus, Ohio. Entry 
closing date: July 15, 1961. 
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Honor Kellock, Constable 
on 25th Years at Wilding 
Two veteran executives in 
the business film industry 
were honored by their asso- 
ciates and friends at a dinner 
in their honor on Friday eve- 
ning, November 18th. 
Observing a quarter-cen- 
tury at Wilding, Inc., are 


Ze 


J. A. Kellock, Wilding 
Vice-President, Operations 


J. A. Kellock, who joined the 
national studio organization 
on November 20, 1935, and 
J. M. Constable, a member of 
the company since October 
20, 1935. 

In 1939, Jim Kellock be- 
came production manager at 
Wilding; he is now Vice- 


J. M. Constable, Wilding 
Vice-Pres., Exec. Producer 


President in Charge of Opera- 
tions at the Chicago studio. 

Mr. Constable left his own 
recording studio to become a 
Wilding director and is now 
a Vice-President and Execu- 
tive Producer. 

Both men have played lead- 
ing roles in industry organi- 
zations and in civic affairs. 
BUSINESS SCREEN salutes 
them and extends our heart- 
felt greetings and best wishes 
for the many years of service 
which lie ahead. Ly 
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LASSIE, a Peabody Award winner, is 
produced by Robert Golden for The 
Jack Wrather Organization; Sherman 
A. Harris, Executive Producer. 


Reprinted by permission of the 
Eastman Kodok Company 


1960 


Med 
e 
t3 


f 


seees 
St eee@ee eee 8 ee F 


It didn’t 
happen to 
this dog! 


LASSIE, like many other top- 
rated filmed TV shows, is proc- 
essed by Consolidated Film 
Industries. And at CFI, it soon 
becomes apparent that 40 years 
of experience and know-how 
make an important difference. 

There is no such thing as a 
“cut rate” or “bargain” in labo- 
ratory film processing. The 
Eastman Kodak Company says 
“The answer is—give your labo- 
ratory time and money to do the 
job right! Then all your release 
prints will be on the beam 100%” 

For processing perfection... 
specify CFI. 


ocfi 


CONSOLIDATED FILM INDUSTRIES 
959 No. Seward St., Hollywood 38, Calif. 
HOllywood 9-1441 


521 West 57th St., New York 19, N. Y. 
Circle 6-0210 





Born of many years’ experience producing feature length 
motion pictures and television shows like 

“Gunsmoke” “Have Gun Will Travel}’ and ‘Death 
Valley Days’... 


that’s the EXTRA INGREDIENT 
Filmaster brings to the making 


of hu sines f films. 


By dramatizing your basic communication objectives 


_Spfilmaster 


INCORPORATED 


with outstanding entertainment values, Filmaster can 
give your films tremendous impact. 


Ask American Airlines. We've just completed “Come 
Fly With Me” for them. 


Ask the United Community Funds. Our “A Town Has Two 
Faces” is now being shown from coast to coast. 


Why not give Filmaster an o rtunity to help on 
y g ppo y 
your next assignment? 


CALIFORNIA 
650 North Bronson 
Hollywood 4, California 
HOllywood 6-1681 


NEW YORK 
Nine Rockefeller Plaza 
New York City 20 
JUdson 6-1404 


BUSINESS SCREEN 


FLORIDA 
707 Nicolet Avenue 
Winter Park, Florida 

Midway 7-7011 
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Medical Films Aid World Peace 


Delegates Laud U.S. Film Program at World Medical Congress 


WO INTERNATIONAL MEDICAL 

motion picture programs, 
presented in West Germany in 
September, 1960, with the co- 
operation of the American Medi- 
cal Association and a _ leading 
U. S. manufacturer (Johnson & 
Johnson) give solid evidence of 
the contribution being made 
through this vital phase of the 
film medium to the cause of 
world peace through education 
and understanding. 

While “cultural” and artistic 
pursuit of festivals abroad has 
drawn US. films into unfavorable 
competition and brought negli- 
gible results to participants, medi- 
cal men from Latin America, the 
Far East, Middle East and 
throughout Europe applauded the 
U. S. contribution to the special 
motion picture program of the 
14th General Assembly of The 
World Medical Association which 
opened in West Berlin’s Conven- 
tion Hall on September 17th. 

On September 27-30, in Co- 
logne, the First International 
Congress on Medical Photog- 
raphy and Cinematography heard 
the AMA’s Director of Medical 
Motion Pictures and Television, 
Ralph P. Creer, talk on “The 
Production and _ Utilization of 
Medical Films in the United 
States.” 

Dr. Louis H. Bauer, Secretary 
General of The World Medical 
Association, cited Mr. Creer’s ef- 


forts in helping provide the films 
presented at the 14th General 
Assembly, noting that “a motion 
of appreciation with acclamation” 
was adopted for “the excellence 
of the expanded film program .. . 
which provided a comprehensive 
opportunity in post-graduate edu- 
cation for the large number of 
doctors in attendance at the 
meetings.” 

The AMA participation was 
made possible, as on past occa- 
sions, by a special grant from 
the International Division of 
Johnson & Johnson. Dr. John 
Henderson, Medical Director of 
J&J and H. Mat Adams repre- 
sented the sponsor at the As- 
sembly. Prof. Dr. Alken, Chair- 
man of the Film Committee of 
the German Medical Association 
was the host, assisted by Dr. 
Theodore Hellbrugge, Vice-Chair- 
man. 

77 motion pictures comprised 
the program on “The Film in 
Post-Graduate Medical Training” 
and 43 of these were in English, 
25 in German, seven in French. 

This film exhibition was direct- 
ly concerned with the usefulness 
of content to its worldwide au- 
dience. That significant difference 
is in sharp contrast to the show- 
ing of films for “art’s sake” which 
makes current European events 
at Edinburgh and Venice of little 
value to either the participants or 
to the films’ sponsors. mg 
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OUR HOLIDAY 


The cover of this current Issue Seven is in the holiday 
spirit and ornamenting our decorative “trees” are some of 
the people featured in our pages this month. On the green 
tree, for example, Jamison Handy, president of The Jam 
Handy Organization, is appropriately at the top where at 
honored industry leader belongs and on page six we repor' 
a quarter-century presentation event at his company. Grac- 
ing the tree below Mr. Handy is Kitty Gibbons, our glamour 
girl, who also appears in the Bell System feature article on 


At the top of the red tree are an appropriate group of 
Eskimo children from The Land of White Alice (page 39). 
Center position goes to Clyde Ruppert for the Industrial 
Management award he received on behalf of the Colburn 
16). Finally, we honor the National 
Safety Film Awards with the picture of Bay State’s president 
Morton Read (left) as he received a top plaque award from 
Bill Englander, secretary of the National Committee on 
Films for Safety for the motion picture, Cause Undeter- 
mined, the year’s best picture for occupational safety. a 
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Eli Whitney presents idea for mass production to members of Congress. 


“American Maker” Joins Colorful Series 


on Theatre Screens Across the Land 


Latest “Great America” Picture in SuperScope-Technicolor 


Now SHOWING to millions of 
theatre-goers across the 
country in SuperScope-Techni- 
color is the latest in the series of 
Great America motion pictures 
produced for Chevrolet by The 
Jam Handy Organization. 

Latest of the series is Ameri- 
can Maker, which portrays our 
national heritage as “makers” 
from the early pioneer days when 
Americans had to fill their own 
needs with crude tools and their 
hands to the present surge of 
creative work in the home, fac- 
tory and outdoors. This screen 
story is “about all of us as we 
seek to satisfy the desire to make 
things that are better, more use- 
ful or more beautiful.” 

American Maker shows how it 
all began—when skilled artisans 
fashioned their own glassware, 
worked as individuals in their 
forges and at their looms. The 
dream of Eli Whitney, who met 
a nation’s defense needs by the 
introduction of mass production 
to fill a Congressional bid for 
muskets, is pictured in a sequence 
that illustrates “each maker doing 
what he could do best.” 


The early glassblower worked with 
these primitive techniques .. . 


Today’s great tools of industry 
and the system which has given 
Americans the world’s highest 
standard of individual living and 
liberty are the “message” of 
American Maker as it continues 
the spirit of its predecessors: 
American Harvest, American En- 
gineer and American Look. Au- 
diences reached through theatri- 
cal distribution by The Jam 
Handy Organization number into 
the multi-millions. 

The latest in the Great Ameri- 
ca series has a “plus” for au- 
diences as it invites “see yourself” 
interest to all who are “shapers 
and  put-it-togetherers.” The 
“commercial” for the Chevrolet 
Division is, as in preceding films, 
“built-in” and logical as the cam- 
eras turn toward modern Detroit 
assembly lines where the latest in 
tools and techniques are em- 
ployed to further the modern 
American methods of mass pro- 
duction. 

After completion of its the- 
atrical run in mid-1961, Ameri- 
can Maker will be made available 
for general non-theatrical audi- 
ences in 16mm. 


But today’s glass artisan 
craftsman with fine tools. 





Great Lakes scene: 
path for ore boats in 


sturdy ice-breaker cuts 
“Assignment America.” 


Silent Partner in the Progress of America 


Writer's Odyssey 


Sponsor: New England Mutual Life Insur- 
ance Co. 

TITLE: Assignment: America, 28 min., color, 
produced by Bay State Film Productions, 
Inc. 

A new color motion picture showing how 
the wonders of nature and the works of man 
are united in a dynamic economic partner- 
ship in these United States is currently being 
offered to business audiences, clubs, 
trade and investment groups, and 
television stations. 

Titled Assignment: America, the 28-minute 
color film was produced for the New England 
Mutual Life Insurance Company by Bay State 
Film Productions, Inc. It is being offered on 
a free-loan basis through Association Films’ 
libraries as a public service. 

In production for two years, film sequences 
follow a magazine writer across the country 
as he seeks material for a book on the role 
of life insurance investments in helping indus- 
tries expand and enabling Federal, state and 
local governments to improve their public 
services. 

The writer learns that the vast reservoir of 
capital paid in insurance premiums is a power- 
ful stimulant to the nation’s economy, helping 


service 
colleges 


Oil rigging operations make up part of the 


big picture of economic factors and forces. 


Points Up Insurance Investments’ Role in Stimulating Economy 


airlines finance new jets, electronics’ firms to 
develop space age components, housing de- 
velopers to expand suburbia and steel compa- 
nies to mine and ship iron to the nation’s 
mills. 

This odyssey across America, the writer 
finds, is more than just the story of real estate 
and commerce. It is, instead, the big story of 
investments by people in people, through life 
insurance. It is a never-ending cycle that 
creates jobs, provides security and helps sus- 
tain America’s “partnership” of man and 
nature. 

Excellent pictorialization includes scenes of 
a Great Lakes ore boat plowing through ice- 
locked waters in the wake of a Coast Guard 
icebreaker; construction of the Hell’s Canyon 
dam in Idaho; vast open pit copper mining 
operations; off-shore oil drilling; and airviews 
of sleek jets over snow-capped mountains. 

The picture is distributed nationally by As- 
sociation Films’ regional film centers in Ridge- 
field, N. J. (Broad at Elm); La Grange, Ill. 
(561 Hillgrove Ave.); San Francisco, Calif. 
(799 Stevenson St.); and Dallas, Texas (1108 
Jackson Street). Prints may be obtained from 
the distribution office nearest you for company 
or community group use. ad 


The building of Hell’s Canyon Dam makes 
impressive sequence in this broad-gauge film. 


Texaco’s I4th Farm Film Shows— 
Opportunities for Youth 
in Field of Agriculture 








Sponsor: Texaco, Inc. 


TITLE: Your Career in Agriculture, 28 min., 
color, produced by Audio Productions, Inc 


“How you gonna keep them down on the 
farm” is as much a problem today as in the 
old song. But for a different reason: more 
young people would rather be “dirt farmers” 
today than there is land, equipment and capital 
available for them. 

While we can’t keep them down on the 
farm, we can keep them—and need them— in 
agriculture. As farming career opportunities 
have declined in number, agriculture career 
opportunities are burgeoning. Science has found 
so many and diverse uses for the products of 
agriculture that the occupations open to people 


No. Carolina State graduate Margaret Babson 
has a career as a Home Demonstration Agent. 


interested in agriculture have expanded tre- 
mendously. There are more than 500 such 
occupations recognized today. 

In this, the 14th of a series of annual films 
Texaco has made to inform as well as to enter- 
tain its farm customers and friends, five typical 
careers are shown, which, though deeply in- 
volved in agriculture, are not farming in the 
classic sense. 

The film shows Nelson Robinson, a man who 
has made his agriculture degree the key to 
work in television as a farm director at WKY- 
TV, Oklahoma City. He is seen interviewing 
two young 4-H boys on their career goals— 
agricultural research chemist and entomologist. 

At Pennsylvania State University, the cam- 
era visits the laboratory of Dr. Glenn Bressler, 
poultry specialist and faculty member. Besides 
the rich rewards of being a teacher, Professor 
Bressler does research on such new agriculture 
techniques as the rollaway fibrous nest cushion 
for hens which simplifies egg collection and 
practically eliminates breakage. 

We meet Margaret Lee Babson, home eco- 
nomics graduate of the University of North 
Carolina and now a home agent for Wake 


(CONTINUED ON PAGE SIXTY-SEVEN) 
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Auto, U. S. y.% offers some valuable ideas 


to help citizens solve urban traffic problems 





One of Year's Most Useful Films Created to Inform Civie Groups 


OR BUSINESS AND Civic LEADERS con- 

cerned about the billions of dollars lost 

every year through traffic congestion in 
the city streets there are two courses open— 
one, recently advocated by John Crosby, writ- 
ing in the New YorK HERALD TRIBUNE, is to 
get rid of the cars so we can just sit and knit 
or play checkers on the grass-planted city 
streets; the other, less picturesque, but more 
practical, is to get moving fast in finding a 
solution to the problem of cars, cars every- 
where and no place for people. 

Getting rid of the cars would jolt a good 
deal more than Mr. Crosby’s tender sensibili- 
ties. For the much beloved and cursed auto- 
mobile has been the greatest instrument of 
economic and social change in all our history. 
One out of every seven of us are employed 
by the automotive or related industries. We 
have an investment of 60,000,000 passenger 
cars, 11,000,000 trucks and 300,000 buses— 
and we're not about to give them up. 


Answer Lies in Action on Solutions 

The answer to traffic and highway condi- 
tions lies not in apologizing for the motor car, 
or abusing the motorist, but in action toward 
solutions that work, that are the result of the 
application of practical scientific develop- 
ments. There are solutions to urban traffic 
problems. Many of them are presented in a 
new, 28-minute, color motion picture called 
Auto, U.S.A., produced by Dynamic Films, 
under a grant from Perfect Circle Corpora- 
tion. 

Auto, U.S.A. is a film that Dynamic’s presi- 
dent, Nathan Zucker, thought “should be 
made”—whether sponsored or not. In fact, 
production plans were well under way when 
Perfect Circle, maker of piston rings, precision 
castings and “Speedostat,” joined forces with 
the producer to offer these solutions to the 
problem. 

In order to do it right, Dynamic engaged a 
committee of specialists to give the film ac- 


Pictured are (1 to r) Herman Teeter, vp and 
ad director, Perfect Circle; producer Nathan 
Zucker; Richard Satterfield, asst. to pres., 
Perfect Circle; Commissioner Henry Barnes of 
Baltimore; Grant D. Mickle, Director, Auto- 
motive Safety Fnd.; David M. Baldwin, Exec. 
Director, Institute of Traffic Engineers. 
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curacy. Such authorities as Joseph E. Haven- 
ner and David M. Baldwin, of the Institute of 
Traffic Engineers; Grant D. Mickle, of the 
Automotive Safety Foundation; Fred Hurd, of 
Yale University Bureau of Highway Traffic; 
Dr. Leon Brody, of New York University’s 
Center for Safety Education; and Dr. James 
Malfetti, of Columbia University’s Safety Edu- 
cation Institute, served throughout the film 
production months. 

What the film says is that although traffic 
problems are worsening in most cities, there 
are some important palliatives, if not com- 
plete solutions. Cities can, and some have, 
initiated action to develop new effective traffic 
control systems. 


Baltimore Took Steps to Meet Need 
The film was shot on location in New York, 
Detroit and Baltimore. Baltimore, as many 
angry travelers would remember, was one un- 
ending traffic jam from morning to night not 
too many years ago. Today, it comes close to 
being a model, for its people recognized the 
problem, demanded action—and got it. Balti- 
more is not named in the film—the idea is to 
let it be known that any progressive city could 
take steps now to quicken stalled traffic. 
Auto, U.S.A.’s remedies are not given as 
glib prescriptions for all traffic ills. Eliminat- 
ing left turns, creating one-way streets, install- 
ing progressive signals may help, but what is 
most important is an informed citizenry de- 
termined to solve the traffic problem. 


Aimed to Inform a Little, Arouse Lot 

Auto, U.S.A. does not intend itself to be an 
end-all to the problem. It wants to inform a 
little, arouse a lot. It comes with a 12-page 
booklet outlining the problem and offering 
specific help: planning tools developed as a 
public service by the National Committee on 
Urban Transportation, the U. S. Bureau of 
Public Roads, the American Association of 
State Highway Officials, and the American 
Transit Association. The tools comprise a 
guidebook and 17 technical manuals setting 
forth techniques and standards for realistic 
planning—with transportation fully keyed to 
land use and community-wide development. 
The recommended methods have been tested 
in several pilot cities and large metropolitan 
areas. They have proved sound and practical 
for both. Auto, U.S.A. supports the specific 
tools offered as a motivating force, an eye- 
opener, an informer. 

Premiered in the Nation’s Capital 

Auto, U.S.A. recently had its premiere in 
Washington sponsored by the Institute of Traf- 
fic Engineers and the Automotive Safety 
Foundation. The audience comprised a cross 
section of authorities in the field of traffic con- 
trol and highway safety. Among them were 
top officials of government departments con- 


1960 


This California highway overpass maze shows 
how modern road construction is meeting the 
challenge of the automobile and solving urgent 
problems of greater highway safety. 


cerned with traffic and city and highway plan- 
ning. In addition, there was a representative 
group of executives from the transportation 
and allied industries, non-profit and research 
organizations in the field, and editors represent- 
ing the trade and general press. Response to 
the film was universally enthusiastic. 


How to Obtain This Useful Picture 


Auto, U.S.A. can be purchased from Dy- 
namic Films, Inc., (405 Park Avenue, New 
York) for $125 per print in color and $60 
per print in b/w. Multiple print purchasers 
can arrange for screen title credits. This also 
holds true for imprinting on bulk orders of 
the booklet. 

Inquiries for free loan of the film from civic 
groups should be addressed to Perfect Circle 
Corporation, Hagerstown, Indiana. Ng 


In another scene from “Auto, U. S. A.,” the 
famed Santa Ana Freeway is pictured at a 
point about 15 miles south of Los Angeles. 





Widely shown in theatres, on television, among groups, Bell film “Once 
Upon a Honeymoon” pictures telephone arrangements in the home. 


How Films Serve the Bell System 


Serving Communities Threugheut the Land Through Local 


Telephone Offices, 


MAGINE A FILM DISTRIBUTION 
1 network so extensive that it 

has offices serving thousands 
of communities in the United 
States and in Canada—one which 
makes its films available locally 
to more than 127 million people. 

This film man’s dream exists 
for the nationwide Bell Telephone 
System, distributors of some 250 
film titles in the past twenty years. 
Its local film outlets are telephone 
offices in Bell communities across 
the continent. 


Nerve Ends of Distribution 

These offices are the nerve ends 
of this vast distribution system. 
The control centers are the public 
relations film sections in the 19 
operating companies in the Bell 
System. And the coordinating 
headquarters for all the film dis- 
tribution work is in the American 
Telephone and Telegraph Com- 
pany offices at 195 Broadway, 
New York. 

The A.T.&T. film offices thus 
represent one of the most active 
film distribution programs in the 
nation. 

No industrial family has a larger 
annual film audience or keeps a 
greater number of prints circulat- 
ing than the Bell companies. Each 


Right: Bell System companies 
create their own well-designed 
film catalogs, as exemplified 

by this spread from a South- 
western Bell brochure. Other 
promotion and information tools 
are pictured on facing page. 


Bell Pictures 


Are Viewed by Millions 
year they 
new prints 
libraries. 


purchase over 5,000 
for their distribution 


Handle All Print Requirements 


Yet the role that A.T.&T. itself 
plays in distribution is very much 
behind the scenes. During produc- 
tion, A.T.&T. estimates the quan- 
tity of prints needed for release 
and initial orders. It selects the 
laboratory and sets up delivery 
schedules and Western 
Electric Company in negotiating 
print prices and in preparing order- 
ing information. 

A.T.&T. also serves as a central 
information center on film activi- 
ties—determining where the most 
effective work is going on and 
where assistance can be offered. 


assists 


Cooperate on Overseas Requests 

The Bell Telephone companies 
generally distribute their films only 
in the United States and Canada. 
They do, however, cooperate by 
making films available to the U. S. 


Over the Past 20 Years, Some 250 Useful Pictures 
Have Reached Audiences Through Company Channels 


Information Agency, the Organi- 
zation for European Economic 
Cooperation and the Armed 
Forces of the United States, when 
they desire to make overseas dis- 
tribution of certain subjects. 
Distribution is the responsibility 
of Earl J. Slack, who came to this 
position from a similar one in the 
Mountain States Telephone Com- 


Earl Slack coordinates 
tion at AT&T offices. 


distribu- 


Preview facilities in New York 
are operated by Kitty Gibbons. 


pany. Mr. Slack reports to Film 
Production Manager H. LeRoy 
Vanderford, who is in charge of 
all production and distribution 
activities under Willis H. Pratt, 
Jr., head of A.T.&T.’s motion pic- 
ture operation. 

Working with Mr. Slack on 
System distribution activities are 


HORIZONS BEYOND 





two assistants: Miss Kitty Gib- 
bons, who operates the motion 
picture preview room, and Miss 
Eileen Tallon, who edits the Bell 
System Film Catalog, prepares dis- 
tribution reports and also edits 
“Film Clips,” an internal publica- 
tion to keep the associated tele- 
phone company film men informed 
on production progress, successful 
promotion methods and other late 
news about films and film activi- 
ties. 

Earl Slack makes frequent trips 
to Bell System companies, provid- 
ing an exchange of ideas and in- 
formation about effective promo- 
tion and distribution programs. 


Companies Pass on Each Title 


Bell companies operate autono- 
mously and make their own de- 
cisions on film matters. As a film 
is completed, each company de- 
cides whether or not it will partici- 
pate in the production cost and 
thereby have the right to distrib- 
ute the film in its territory. 
Throughout the years, most films 
have found wide acceptance with 
the telephone companies. 

Nearly all Bell System compa- 
nies use a commercial distributor 
to book appropriate films with 
theatres. In the 16mm field, some 
carry out all of the aspects of dis- 
tribution themselves. Others do the 
booking but leave physical han- 
dling to commercial distributors, 
while a few companies prefer to 
let commercial distributors do the 
whole job. 


Regional Libraries Serve Areas 


For example, in the New York 
Telephone Company there is a 
film library in each large operat- 
ing area. Any telephone office may 
request films from these libraries. 

Southern Bell, serving a nine- 
state area, has a film library in 
each state. Ohio Bell, operating in 
a smaller and more centralized 
area, has libraries in Cleveland 
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and Columbus. The Mountain 
States Company has one library 
for each state with big, wide Mon- 
tana getting two. 

The trend seems to be towards 
centralized film handling centers 
to provide better utilization of the 
existing supply of prints. 

Regardless of distribution meth- 
od, Bell films are always offered 
on a free loan basis, with the user 
paying return postage if he chooses 
to mail the film. 

Preview Other Useful Pictures 

In addition to coordinating dis- 
tribution activities, the A.T.&T. 
film staff previews many pictures 
made by outside sources for possi- 
ble application to telephone com- 
pany activities. The telephone 
companies are advised of those 
films that would be useful in em- 
ployee training and ordering in- 
formation is included in the Sys- 
tem film catalog. 

The A.T.&T. master catalog 
was started in 1940, and is today 
a mighty big volume. With one 
page for each film, the latest entry 
is number 633. About 35° of 
these films were made by outside 
sources but classified as useful to 
telephone company operations. 

The big master catalog is only 
for internal use of the telephone 
companies; the individual tele- 
phone companies in turn prepare 
catalogs aimed at special types of 
audiences for distribution to the 
public. 

Reach 127 Million in 1959 

Overall attendance for Bell Sys- 
tem films was more than 127 mil- 
lion in 1959 with 1960 figures 
promising an increase. To elimi- 
nate overly optimistic attendance 
figures, A.T.&T. established in 
1959 new formulas for determining 
television and theatre attendance. 
The TV formula is: one-third of 
the number of sets in the area 
(being the proportion of sets in 
use) divided by the number of 
stations in the area, times an aver- 
age of two viewers per set. 

The formula for computing 
theatre attendance for indoor the- 
atres is: one-third of capacity, 
times the number of shows. Drive- 
in theatre attendance is figured at: 
car capacity of the theatre—times 
1¥Y occupants—times the num- 
ber of performances. 

With the use of these formulas, 
A.T.&T. distribution people feel 
that their attendance figures are 
conservative. 

Promotion an Important Facet 

Promotion is important to effec- 
tive distribution. Promotion ma- 
terial is prepared while the film 
is in production and is to be ready 


when film is released. Folders, 8 x 
10 dye transfer stills, tent cards, 
even sheet music of the songs from 
a film, have been successfully used 
to promote bookings. 

In addition to the nationwide 
promotion efforts, successful local 
film promotions are publicized for 
possible adoption by other Bell 
Telephone companies. 

A case in point is the Two for 
the Show campaign undertaken by 
Southern Bell in Louisiana which 
encouraged employees to secure 
two outside bookings of company 
films through their contacts with 
friends and neighbors. The pro- 
gram resulted in a big gain in 
adult audience and the idea has 
been passed on to other Bell Sys- 
tem companies. 

Clearing House of Information 

A.T.&T.’s film distribution staff 
is a central source of information 
on film activity within the system. 
In addition to keeping an active 
file of film facts and figures, they 
also keep the companies informed 
of new developments in audio- 
visual equipment and techniques. 

Film prints are purchased by the 
Bell Telephone companies from 
the Western Electric Company. 
They are stocked as a standard 
supply item in the same manner 
as telephone instruments, wire or 
switchboards. The only excep- 
tions are outside films suitable for 
employee training. These are 
ordered directly from their pro- 
ducer or supplier. 

Four hundred prints are made 
of an average Bell System subject. 
The record in number of prints 
sold is held by Adventures in Tele- 
zonia, a film specifically designed 
for fourth grade school curriculum: 
5,644 have been ordered since its 
release in December, 1949. 

Two Films Exceed 1,000 Prints 

Another popular subject has 
been Telephone Courtesy, with 
1,600 prints since 1947. This film 
has been replaced by A Manner 
of Speaking, which was released 
in September of 1959. Since then, 
more than 1,100 prints of this 
28-minute Technicolor subject 
have been delivered to the tele- 
phone companies. 

Throughout the System, local 
telephone offices are the telephone 
company in every respect. They 
are a real part of the community 
as well, not just an outpost of a 
large company. 

Thus, telephone film distribu- 
tion people feel confident they are 
prepared to go all out to fill re- 
quests for films. “Last-minute 
bookings”—not very popular with 
most film suppliers—are usually 
(CONTINUED ON PAGE 68) 
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AVIANCA: Aerovias 
Colombia. In U. 
Madison Ave., 
York, N. Y. 


Air-India International: Publicity 
Officer, Commerce’! Hdq., Mahatma 
Gandhi Rd., Bombay 1, India. 


Nacionales de 
S., address 324 
Suite 1006, New 


BOAC: British 
Corp. In U. S.: 
530 Fifth Ave., 


Overseas 
Film 
New 


Airways 
Supervisor, 


York. 


British United Airways, P. R. Offi- 
cer, 35 Piccadilly, London, W. 1, 
England. 


Deutsche Lufthansa: German 
lines. In U. S.: P. R. Mer., 
Park Ave., New York 22. 


Air- 
410 


IBERIA: Lineas Aereas de Espana, 
S. A., Propaganda Mgr., Avenida 
de America, 2; Madrid, Spain. 
Note: Prints for sale, not for loan. 


KLM Royal Dutch Airlines, Ad. Di- 
vision, Postbus 121, The Hague, 
Netherlands. 


Panagra, 135 East 
York 17, N. Y. 


i2nd St., New 


Qantas Empire 
brarian, Sales 
House, 70 
Australia. 


Real Aerovias Nacional, In U. S.: 
Tours & Spec. Prog. Dept., 141 
N.E. Third Ave., Miami 32, Fla. 

SABENA Belgian World Airways, 
720 Fifth Ave., New York 19, 
New York. 


Film Li- 
Qantas 
Sydney, 


Airways, 
Dept., 
Hunter St., 


Seandinavian Airlines 
Section, Film & 
10, Stockholm, 


System, Ad. 
Photo, Bromma 
Sweden. 


South African Airways, 
& Travel Dept. Mgr., S. African 
Railways, P. O. Box 1111, Jo- 
hannesburg, Union of S. Africa. 


Publicity 


Relations, 


York 22, 


Public 
New 


Swissair, In U. S.: 
8 East 54th St., 
New York. 


Rial 
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® Four 
Spanish 
travelogs, 
Contrast. 


half-hour films, 
sound track; 
incl. Colombia, 


English or 
color/sound 
Land of 


e Two 
Magic 


films, English sd. 
Car pet (Tokyo to London 
flight); The Maharaja Meets a 
Challenge (operations of an inter- 
national airline). 


track: 


@ Eight travel films, plus three 5- 
min. shorts on Nassau, Bermuda & 
Jamaica. Titles cover South Pacific, 
Caribbean, Far East, 15 European 
countries. 

@ Sponsors The Defeat of 
film on helicopters in industry, 
agriculture; also fixed-wing aircraft 
in crop spraying. 


Time, 


e Six color/sound 
narration. Subjects: 
tory of commerc’l aviation; behind 
the scenes at Lufthansa; travel to 
Turkey, Austria. 

@ Lists Skyway to 
sound film of 
IBERIA; 
Wings), 
traffic 


films, English 
Time Flies, his- 


Spain, color 
areas served by 
Alas de Iberia (Iberia 
b/w film of passenger 
, maintenance at Iberia. 


® Eight color/sound travel films, 
plus Winged Profit (on air cargo), 
multi-language versions of An In- 


tercontinental Flight. 


@ Three color/sound films on fish- 
ing, skiing in Chilean Andes; plus 
55-min. trip around S. America, 
Continent of the Sun. 


@ Five sound/color travel films, 
Japan, S. Africa, Pacific; /t’s a 
Small World, flight from Sydney to 
London. 


film, color/sound. 
route to Miami via 
American cities. 


Travel 


e@ One travel 
Flight 802, air 
several South 


@ Lists 25 films. 
Africa, Israel. 
Goes To Town, 
& London 


includes 
The Heli- 
(heli-passen- 
Paris heli- 


Belgium, 
copte r 
ger 
copter 


service) ; 
flight. 


® Fourteen films for 
with multi- 
track. Over 
(SAS polar 
Africa, Eu- 


color/sound 
not loan. Most 
language choice of sd. 
the Top of the World 
route); plus travel to 
Scandinavia. 


sale, 


rope, 


@ Inside Story, flight from S. 
to Nairobi, Rome, 
London; color sd., 
preparations & 


Africa 
Frankfurt, Paris, 
shows pre-flight 
maintenance. 

@ Nine films: four on Alpine ski- 
ing, incl. Ski Here & There, 
White; 5 on travel—Yugoslavia, 
Asia, Europe, Near East; Two Gen- 
erations (Swiss pilot & father, Swiss 


Swiss on 


watchmaker, on transatlantic flight). 
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The artful touch that won the prize for Capezios and Elektra Studio. 


“The S 


High-Style Footwear in an Original Slidefilm by 


Sponsor: The Capezio Company. 
TITLE: The State Is 

min., color, sd. 
duced by Elektra 
Hockaday Associates. 


Great, 12 
slidefilm, pro- 
Studios for 


aK a a 
“Capezios! Capezios! Prettiest 
thing for feet and toes.” 


That’s the germ of a wing-ding 
idea started last spring by Elektra 
Studios to perfect a zazzy slide- 
film for the Capezio Company’s 
whim. 

It's sold 
they say 

Tres good for a film tres gai! 


Called The State is Great, 
Elektra made the prize-winning 
(NVPA) slidefilm for Capezio’s 
ad agency, Hockaday Associates. 
Running 12 minutes, in color, the 
film is for retailers—tells them to 
join “The State of Capezio.” 


shoes by the carload 


“All the greats since ’87 .. . 
have found ‘The State’ to be 
a heaven . 

Pavlova, 

Markova, 

Caron 

and Danilova. 

Nijinski, 

Eglevsky . 

and Gene Kelly.” 

The point is that theatre people 


have always worn them—now 
everyone can. 
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state Is Creat 


for Capezios 
Elektra 


“Martinelli and Caruso, 
Lily Pons and who so 
ever had a big name 
did the same: 

They put their toes 

in Capezios.” 


Capezios have a lot of other 
great selling points, too. 


“Let all sales persons learn 
about. . 

the fascinating facts 
with tout . 

Send a representative to the 
capitol building . . . 

where the sales training pro- 
gram will give them a gilding. 
Like why Capezio soles have 
cross marks .. . 

so they won't slip 

when people flip.” 


we here- 


There are pix to go with these 
pomes... 

but not for any serious domes. . . 

Sensational . . . 

never representational . . . 

Wispy and fey... 

the high fashion way. We 


Recently completed at Niles 
Productions is a 45-second live- 
action filmed television spot for 
Montgomery Ward and Company. 

Introducing the 1961 line of 
Sea King Boats and Motors, the 
film will be shown at boat and 
motor shows during December 
and January and placed in tv 
markets during spring. Wy 
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Deere & Company Presents 


a “New Generation of Power’ 


Major One-Day New Preduct Show for 6,000 at Dallas 


HE COMPLETELY NEw line of 

power farming equipment de- 
signed and engineered by Deere & 
Company was unveiled on August 
30 in the huge Dallas Municipal 
Auditorium at what now appears 
to have been one of the largest 
dealer gatherings of this and 
many another year. 

Over 6,000 John Deere deal- 
ers from all over the U. S., Cana- 
da and many foreign lands were 
air-lifted to this Southwest city 
for a one-day program announc- 
ing Deere’s “New Generation of 
Power” and its all-new line of 
tractors and accessory equipment. 
What was one of the largest deal- 
er gatherings was also one of the 
year’s best-kept secrets as plans 
and preparations for the Audi- 
torium show were carried out un- 
der tight security. Wilding, Inc. 
handled most arrangements and 
Deere representatives carried the 
producer’s identification to fur- 
ther the cause of security. 

Within the Dallas Auditorium, 
showmanship on a huge scale was 
mandatory. Providing top-caliber 
entertainment (a New Orleans 
Dixieland band for the “walk-in” 
music and a professional ice re- 
vue on the floor), Deere’s show 
was a “theatre-in-the-round” pres- 
entation. 

Five 30-foot screens were con- 
structed around an aluminum 
structure hung from the center of 
the huge auditorium. On their 
surfaces, via closed-circuit televi- 
sion, speeches by Deere president 
William Hewitt and vice-presi- 
dent C. R. Carlson carried the 


~~ y 
“The Blacksmith’s Gift” brought 


story of early company history. 


NUMBER 7 * 


VOLUME 21 ° 


main theme of the program. The 
same screens also carried an his- 
torical film (The Blacksmith’s 


Gift) on the early beginnings of 


the company and, later, a wide- 
screen color motion picture tell- 
ing the research, development and 
testing story behind the new 
Deere line. 

Segments of the ice revue, the 
speeches and motion picture pres- 
entations were timed to flow 
smoothly as integrated portions of 
the entire product presentation. 
The morning show was followed 
by a “live” presentation of the 
new equipment in the Dallas 
Livestock Coliseum in the after- 
noon. This was staged with a 
lively “parade” motif (featuring 
band music and some mechanized 
“choreography”) as the Deere 
tractors were put through their 
demonstration paces. 

The multiple-screen technique 
has been utilized by Wilding’s 
Customer Service division for a 
good many years. An early appli- 
cation was at the New York 
World’s Fair in 1939; in 1956 
Wilding employed the idea for a 
Lincoln-Mercury show. 

But the Deere “Power” presen- 
tation brought the idea into the 
field of “integrated” television and 
motion picture visualization, plus 
the “theatre-in-the-round” meth- 
od of handling a large audience. 
Simultaneous translation, similar 
to the system used in the United 
Nations, was employed to bring 
the key speeches and sound tracks 
to dealers from Latin America 
and Canada in their native Span- 
ish and French tongues. 

Tom Byrnes of Wilding wrote 
the 1960 films and show ele- 
ments; original music and lyrics 
were written by music director 
Lloyd Norlin. Barrie O’Daniels. 
assisted by Jimmy Dexter and 
Verle Bogue, handled the show 
arrangements, backed by Wild- 
ing’s Customer Service experts. 

Within a single day, nearly 
every Deere dealer in the Western 
world saw the entire new line, 
heard the basic facts behind its 
design and manufacture, wit- 
nessed the equipment in action 
and, following a gala outdoor 
barbecue and fireworks’ finale, 
were on their way back home! | 


1960 


SHOVV TIME 


Large and vivid were the images on this many-sided screen framework 
which presented both live talks and motion pictures to Deere dealers. 


View showing the bandstand and overhead screen setup used to deliver 
Deere’s new product story to huge audience in the Dallas Auditorium. 
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This ingeniously-designed stage superstructure, called Living Screen, was used as a projection screen and as a shield for hidden light sources. 


Studebaker’s ‘61 Cars in Stage and Screen Debut 


Dealer Announcement Show Starring the 1961 Lark Offers Blend of Film and Live 


Stage Action as 


66 N a business show, the star 
attraction is the sponsor’s 
product or service, and 

any device which makes this stat 

burn a littl brighter or burn a 

little deeper impression is desir- 

able and welcome, indeed.” 
These are the words of Joseph 
F. Kilmartin, vice-president in 
charge of Business Program Serv- 
ices at Transfilm-Caravel Incor- 
porated. 
Film and Stage Interdependent 
Seen recently in Studebaker- 

Packard Corp.’s new car dealer 

announcement show, novel and 

effective techniques permit the 
simultaneous presentation of film 
and live stage action, not merely 
to accent each other, but as inter- 
dependent forms blended so as to 
create a newer form. 

Witnessing the 
presentation, entitled ‘“Perform- 
ability,” the dealer audience not 
only saw a musical equal to the 


Studebaker 


Transfilm-Caravel 


best efforts of Broadway, they al- 
so enjoyed an extra fillip of pro- 
duction novelty. 

ransfilm-Caravel developed a 
balance between stage lighting 
and film projection which makes 
it possible to have a sponsor's 
product and performers in full 
view and fully lighted while slides 
Or motion pictures are projected 
around and behind them. 

This is accomplished without 
washing out the screen or casting 
objectionable shadows upon it. 

Further, the producer has cre- 
ated a transitional match dissolve 
from film-to-live so that, for ex- 
ample, an automobile, perform- 
ers Or any product can move 
smoothly from the screen to the 
stage in near perfect register. The 
effect contributes to a product’s 
starring role. 

Key Factor in the Technique 

A key factor in the technique 
is an ingeniously-designed stage 


Uses Living Screen to 


Deliver Sales Message 


superstructure, called Living 
Screen, which is used both as a 
projection screen and a shield for 
hidden light sources. 

The wings and overhead bor- 
ders of this portable device are 
constructed in layers, one larger 
than another, so that when placed 
one behind the other, they tele- 
scope into a screen which is sus- 
pended at the smaller end. 

Projection Area Can Be Varied 

A projected image can be 
thrown on the full 16 x 47 feet of 
the entire superstructure (the size 
is flexible) to achieve a three- 
dimensional effect. Or, projection 
may be confined to the scrim and 
screen area which is 10 x 24 feet. 

A third alternative is projec- 
tion upon the scrim when it is 
raised halfway above the stage so 
that stage action can take place 
below the scrim while screen ac- 
tion occurs above. This effect is 
especially important when it is 
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necessary to bring stage action in 
full view of the audience, e.g., 
during a discourse on component 
parts of a product. 

In the Studebaker show, the 
film-to-live match dissolve was 
certainly one of the show’s high- 
lights. It served as the means by 
which the new 1961 Lark was re- 
vealed to the audience, the climax 
of the program. 

Introducing the 1961 Lark .. . 

The build-up to the reveal be- 
gan with a musical whisper. On 
screen, beginning at the outer- 
most wing of the structure, a pair 
of animated car wheels appeared 
and slid rapidly into the center of 
the scrim. Next, as if from the 
rear of the audience, a car frame 
zoomed in to take its place 
around the wheels. The music 
was slowly building to a crescen- 
do. A roof, doors, bumpers, head- 
lights, etc., followed and as each 
took its place in the assemblage, 
a musical “sting” accentuated the 
action. Finally, the animated car 
was completed and the music 
reached a triple fortissimo as a 
real “in-the-flesh” 1961 Lark ap- 
peared in the same position of the 
animated car. 

This is what was happening. At 
the precise moment that the ani- 
mated car was completed on the 
scrim—91 seconds after it began 
assembling itself—the real auto- 
mobile was being lighted gradual- 
ly behind the scrim in almost ex- 


bad * ok 


Left: performers on stage during 
this Studebaker-Packard scene 
were fully-lighted for their 

action alongside and in front of 
the motion picture on screen. 
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act register with its animated 


counterpart. 


The Product Comes to Life 

Within a few seconds, the 
heavily lighted automobile com- 
pletely washed out the animated 
car on the scrim, as well as the 
scrim itself, which was now al- 
most transparent as a result of 
the intense lighting behind it. The 
scrim then unnoticeably 
raised several feet above the au- 
tomobile. 

An actor stepped from the car 
and exclaimed, “Man, what a 
ride,” and with this the stage was 
ready for the next sequence. 
Zachary Scott, the show’s star and 
narrator, now took over and de- 


was 


scribed some highlights of the new 
car as his commentary was illus- 
trated on the scrim above the au- 
tomobile, which was still very 
much in view. 

A “dealer” then appeared on 
stage along with a couple shop- 
ping for a car. With the car still 
in full view, the dealer went 
through a sales pitch actively 
demonstrating features both in- 
side and outside the vehicle. 

Features Shown in Detail 

The audience, however, was 
not deprived of the most minute 
detail. On the scrim above, they 
saw carpeting, upholstery, the 
oval steering wheel, padded dash- 
board, the glove compartment, 


Reveal of the 1961 Lark: a pair of animated car wheels on the screen 
was followed by scene of car frame above as music accented unveil . . . 


This isn’t double-image photography . . . lights coming up from behind 
the scrim are bringing the actual 1961 car itself into view (already 
barely visible in back of its animated screen counterpart on scrim). 


Projected pictures demonstrate key points on ease of entry and exit 
as Lark “dealer” on stage below talks up the features with a buyer. 
Blending of projection and live action was feature of Living Screen. 
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radio and more—all in full and 
vivid color. 

“You have to drive it to be- 
said the dealer to the 
couple and here again, Transfilm- 
Caravel came through with flying 
colors. The trio walked to the 
side of the stage; they took their 
places in the seats of a mock-up 
automobile and away they went 
—with the aid of a full screen 
which had dropped into place as 
they walked away from the center 
stage. The group was fully lighted 
alongside the screen and all spoke 
as there unfolded a motion pic- 
ture sequence of the car in action. 

Again, the dealer got in his 
sales pointers, this time assisted 


lieve it,” 


Star-narrator Zachary Scott (J) 
checks script with S-P marketing 
vice-president Louis E. Minkel. 


by even larger images, plenty of 

action and lots of close-ups. 
During the entire performance, 

there was fluidity and, to be sure, 


(CONTINUED ON PAGE 68) 


The roof was followed by the car’s doors as the new model gradually 
took shape on the screen to the accent of a musical “sting’’ note... 





The scrim has now been raised to halfway above stage (where it is 
to receive further projected images) and the 1961 Lark station wagon 
is in full view with actor-narrator at the wheel for live action. 


“You have to drive it to believe it,” says the dealer to buyers (on 
stage right) seated in mock-up automobile seat—as screen left takes 
audience on test drive. Scene shows full-grip, instant braking. 
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| FACES 


AND 


JeTuNS 


Inspiring Creative Viewing to Improve Corporate Images 


Is the Aim of This Well-Designed Kimberly-Clark Picture 


FIRM BELIEVER in both the 

beauty and function of good 
design is the Kimberly-Clark Cor- 
poration, not only in relation to 
the many types of paper and pa- 
per products which it manufac- 
tures but in the field of idea com- 
munication. 

Lately the “K-C” trademark 
has been applied to some fresh 
and original ideas in visual pres- 
entation, heralding product pro- 
motion—and the latest of these is 
a stimulating 17-minute color mo- 
tion picture titled Faces and For- 
tunes which is intended to “clari- 
fy the subject of corporate identi- 
fication.” 

The theme that every business 
needs a strong, consistent look in 
its communicative media is told 
by visually tracing the history of 
symbols and marks from the me- 
dieval period to the present. 
Knights of the Round Table, the 
film explains, relied on their dis- 
tinctive heraldic marks, their 
coats-of-arms, for identification 
by friend and foe. 

From these antecedents, art- 
fully drawn into the images of 
Faces and Fortunes by producer- 
designer Morton Goldsholl, arti- 
sans developed their own distinc- 
tive marks and placed them on 
the products they made. Today, 
business trademarks are designed 
for the same purpose: to create a 
favorable impression and to ex- 
plain simply and quickly who 
they are and what they sell. 
Trouble is, narrator Hans Conried 
says, these marks are sometimes 
tricky or obscure, inconsistently 
used and lacking in plan and 
direction. 

Faces and Fortunes maintains 
that order and consistency in a 
company’s visual communications 
give it a solid identity. The 
“good” corporate trademark or 
“look” should be used in every 
conceivable way. 

And like the consistently good 
designer-creator he is, Mr. Gold- 
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sholl “follows through” with ex- 
citing color and scenes that stimu- 
late the viewer's imagination. To 
stimulate him further, in the 
cause of Kimberly-Clark’s Indus- 
trial Products division which 
sponsored the film, there is a new 
“order” in which viewers in the 
printing and graphic arts indus- 
tries are being enlisted: Knight 
Defenders of the Corporate Cru- 
sade, who “swear undying fealty 
to the crusade for a well-planned 
corporate look” by “girding with 
the weapons of modern day her- 
aldry against the forces of con- 
fusion.” 

In a nutshell (and on the fac- 
ing page) there’s an_ excellent 
promotional campaign of printed 
pieces fortifying Faces and For- 
tunes’ showings. Its line of “Ex- 
ecutive Papers” are key products 
to benefit but wherever the prin- 
ciples are applied, businessmen 
will profit even more greatly. An- 
nouncement pieces shown on the 
facing page are bright in hue and 
bespeak the film’s heraldic theme. 

Dick Marx’s music makes a 
lively track and Mort and Millie 
Goldsholl also enlisted Los An- 
geles’ designer Saul Bass in the 
early stages of production. The 
film is being distributed to busi- 
ness and service clubs through- 
out the country through the ex- 
changes of Association Films, Inc. 
It will stimulate your interest in 
the sponsor’s idea and in the cre- 
ative possibilities of the film me- 
dium, too, to see it soon. Ve 


Knights of the Round Table, says 
the film, relied on their coats of 
arms for easy identification. 


No longer isolated are these Eskimo children of an Alaskan village. 


Journey to 


Sponsor: Western Electric Com- 
pany. 

TitLe: The Land of White Alice, 
27% min., color, produced by 
Willard Van Dyke. 

“White Alice” is the code name 
for a communications network 
built by Western Electric for the 
United States Air Force during 
the years 1955-1958. It is the 
nerve center for the entire state 
and has made possible many 
changes in Alaskan life. 

Before White Alice was built, 
a resident of Nome who wanted 
to telephone someplace else usual- 
ly had to make a reservation in 
advance because there were only 
two circuits out of town. Today, 
remote Nome has 15 outside lines, 
thanks to White Alice. 

The project was conceived in 
1954 when the Government asked 
the Bell System to recommend a 
suitable and economical way of 
creating a communications net- 
work that would serve all of Alas- 
ka’s needs—military, civil and 
government. 

To bridge Alaska’s great dis- 
tances, maintain communications 
under all weather conditions and 
conquer the static of the northern 
skies, Bell Lab engineers recom- 
mended a nearly-new form of 
ultra high frequency radio relay, 
which would employ 33 stations 
with huge antennas, at intervals up 
to 200 miles. 

Some of these ‘“over-the-hori- 
zon” antennas resemble outdoor 
movie screens, weigh 100 tons and 
are 60 feet high. Others look like 
huge saucers. In front of the an- 


“The Land of White 


A New Communication Network Bridges 


Alice” 
Alaska’s Vastness 


tenna, a “feed horn” sprays a radio 
signal containing scores of separate 
telephone conversations and tele- 
graph messages against the curved 
face of the antenna, which beams 
it toward the horizon like a huge 
searchlight. 

Much of the signal is lost but a 
tiny amount—about one ten-tril- 
lionth—is deflected downward in 
the troposphere, the envelope of 
air surrounding the earth. This is 
received by the next station’s an- 
tenna, amplified and sent on again 
for another gigantic stride toward 
the person at the other end of the 
circuit. 

To show what White Alice has 
meant to Alaskans, Western Elec- 
tric sent Willard Van Dyke to 
Auchorage, Nome, Fairbanks, 
Kotzebue and their environs last 
winter. This in itself is unusual, 
(CONTINUED ON PAGE 64) 


Below: winter fog cuts visibil- 
ity at a remote station of the 
White Alice network in Alaska. 
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York Research 


color enamels in 


technician 
scene 


“ROCT LU MLOsE 
multi- 
Test.” 


evaluates 
for “Best by 


Hercules Proves Enamels “Best by Test” 


Advantages of Nitrecellulese Base in Malticolor Enamels 
Proven in Research Laboratory, Filmed for Public, Trade 


SPONSOR: 
pany. 
litte: Best by Test, 15 min., 
color, produced by Farrell & 
Gage Films, Inc. 


Hercules Powder Com- 


Multicolor lac quer enamels 
have been a design tool of the 
architect and decorator for several 
years because of the interesting 
effects achieved with two or more 
colors applied simultaneously 
from ordinary spray equipment. 

Hercules Powder Company 
makes a nitrocellulose base which 
is a principal ingredient of many 
of the multicolors, as opposed to 
such ingredients as alkyd resins in 
others. 


Showing to Decorators, Builders 

To demonstrate the superiority 
of the nitrocellulose lacquer enam- 
els Hercules is relying on the new 
film, Best by Test, which is being 
offered to interested group audi- 
ences free of charge. Along with 
the film, the company has pub- 
lished a six-page four-color folder 
based on the film, which is being 
widely distributed throughout the 
paint, building and decorating in- 
dustries 

How the Best by Test campaign 
came about is ai 
A few years the advent of 
multicolors was announced in a 
film, Multicolor Magic, made fot 
Hercules by Farrell & Gage Films 
Because of the long (15 vears) 
association between Hercules and 
F & G, Matt Farrell was called in 
to offer suggestions on how to meet 
nitrocellulose’s competitive situa- 


interesting story. 


ago 


40 


tion in the paint industry. 

Using a basis of the existence of 
much good footage on multicolor 
from the previous film, and an in- 
teresting incident involving a test- 
ing laboratory during the produc- 
tion of the earlier film, Farrell & 
Gage came up with the idea of 
doing a new film on a modest 
budget which has now become the 
basis of an entire Hercules promo- 
tional campaign to prove nitro- 
cellulose’s superiority in the multi- 
color sweepstakes. 

Enameled Walls Withstood Flood 

York Research Laboratory, 
which had done some early tests 
of multicolor lacquer enamels for 
a local paint manufacturer, was so 
impressed by the results that the 
lab started painting its own walls 
with multicolor. During a flood in 
the York plant’s locality near 
Stamford, Conn., it was found that 
the multicolors and the walls upon 
which they were painted had stood 
up under three feet of water for 
over 36 hours—good proof of the 
lasting quality of the new surfaces 

and a wonderful “plot” to use 
for a new film. 


Laboratory Tests Are Pictured 
Going on, after the accidental 
but convincing flood ordeal, Best 
by Test shows how York Research 
then evaluated the various multi- 
colors for washability, fade resist- 
ance, drying time, abrasion resist- 
ance and stain resistance to prove 
convincingly that the nitrocellu- 
lose base does make a great deal 
of difference i 


To Show the Beauty of Vermont Marble 


Celer Sequence in a Deep Underground Quarry Presented 
Major Lighting Challenge Met by Bay State Productions 


SPONSOR: Vermont Marble Com- 
pany. 

TITLE: Marble, 28 min., color, 
produced by Bay State Film 
Productions, Inc. 

Filming operations in a quarry 
can be a routine assignment for 
the experienced production crew. 
It would be a normal project if 
the site were a normal quarry. 

But take, for example, the loca- 
tion for a sequence in Marble, the 
new Vermont Marble Company 
film now nearing completion. Dur- 
ing seventeen years of producing 
industrial films, the staff at Bay 
State Film Productions has had 
many assignments which have 
challenged their ingenuity. Here’s 
one they'll put high on the list of 
formidable, but accomplished, 
tasks. 

In Danby, Vermont, just a few 
miles from the Company’s home 
office in Proctor, is the fabulous 
Danby marble quarry, in opera- 
tion since 1903. Bay State’s assign- 
ment was to film, in color, the 
operations in this quarry. Here’s 
where the catch came. 

Far from routine, this quarry 
is located one hundred feet under- 
ground in a valley between two 
mountains. The quarry is a vast 
area of fourteen acres with a ceil- 
ing one hundred feet high. A lot of 
dark space—and a tough task for 
color production. 

Lighting the quarry was the big 
job, and it took the crew a day and 
a half to rig more than one hun- 
dred lights and spread a sea of 
cables in order to film a sequence 
lasting less than a minute in the 
completed film. 

Crewmen at Bay State call it 


“easily one of the biggest lighting 
jobs ever used in industrial films.” 

Marble is devoted to a complete 
inside-and-out story of this prac- 
tical and beautiful stone. The film 
will trace the geological history of 
its prehistoric formation, its early 
uses, and the early methods of 
quarrying contrasted with the 
modern. Demonstrations will be 
shown of present-day methods of 
finishing, carving, and tile cutting. 

The use of the many-colored 
and textured interior and exterior 
marble for architectural and mon- 
umental use will be displayed, and 
the film will show the use of 
marble tile in modern home decor. 

Vermont Marble Company it- 
self will show up in the film as 
the story traces the company’s 
history, from its beginnings down 
to the present, as we see how the 
company’s technology has devel- 
oped many by-products from the 
basic marble production. 

The new film was designed for 
general audiences and architect 
groups, and will be in distribution 
in early winter. 

Acting as liaison man between 
the Company and Bay State Film 
Production’s creative staff is Rob- 
ert F. Holden, Advertising Man- 
ager of Vermont Marble, who has 
been working closely with the 
crew through every phase of the 
film to date. 

Marble will be a feature of the 
famous Vermont Marble Exhibit 
in Proctor and visitors to the ex- 
hibit will have the opportunity to 
see the film during their stay in 
this colorful Vermont town, a 
nationally-famed tourist attrac- 


tion. 


Filming a colo: sequence /00 feet underground in the Danby, Vermont 
quarry of Vermont Marble presented major task for Bay State crews. 
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Saga of Lunch Box 
Brief Dow Television Short 
Shews Variety in Fare Today 


SPONSOR: 
pany. 
TITLE: Assignment, Lunch Box, 


14 min., b/w, produced by Fred 
A. Niles Productions, Inc. 


The contents of the Great 
American Lunch Box is the sub- 
ject under analysis in this fea- 
turette recently completed by Fred 
Niles. The reason behind it? Since 
about 33,000,000 lunches are 
packed every work day in the 
United States, the aim of the film 
is to stimulate viewers into giving 
more serious thought to the mid- 
day meal. 

Newscaster Frank Blair, as nar- 
rator, digs into the story of the 
American’s carried lunch. After 
interviewing a group of workers 
as to their feelings about the daily 
lunch box, Blair narrates a se- 
quence showing nutritious varied 
menus designed to brighten the 
work day as well as refresh. 

Dow Chemical Company, which 
manufactures Handi-Wrap, is dis- 
tributing the featurette as a public 
service film to TV stations through 
Modern Talking Pictures. 

Assignment, Lunch Box is di- 
rected by John McShane and writ- 
ten by John Bancroft, both of the 
Niles staff. Lt 


Dow Chemical Com- 


Service That Sells 


Film Tells American Airlines” 


Personnel “Service Is Sales” 


“Contact” is a delicate line be- 
tween two people which can be 
either a bridge or a barrier. 

American Airlines’ passenger 
service personnel know only too 
well that the image of their airline 
is carried in the face across the 
counter from the public. And so, 
for AA counter personnel in of- 
fices and terminals, the company 
is presenting an intriguing film 
with an offbeat ending to show 
the importance of appearance, at- 
titude and compassion for the cus- 
tomer. 

With “service is sales” as an 
underlying theme, the contact of 
ticket agents and passengers is 
seen through the eyes of all con- 
cerned—even the guy at the end 
of the line with 20 minutes to 
catch a plane. 

Contact! (which is the title of 
the film) was created by John 
Peckham and Harvey Yale Gross 
of Peckham Productions, New 
York City. Ly 
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It's Curtain 


Wall Time 


United States Steel Aims 
Film on Steel Curtain Wall 


at Architects and Engineers 


SPONSOR: 


TITLE: Curtain Time, 20 min., 
color, produced by John 
Sutherland Productions, Inc. 


United States Steel. 


Another step in its “across-the- 
board selling program” was taken 
by U. S. Steel when it recently 
premiered a 20-minute animated 


Wilbur begins work on a renewed 
note of inspiration .. . 


color film portraying the technical 
details of the design, fabrication 
and erection of steel curtain walls 
in all types of buildings. 
Designed specifically for show- 
ing to architects, engineers and 


With steel curtain walls, his de- 
sign will be transformed 
reality in a short time! 


into 


draftsmen (many of whom have 
the critical task of selecting prop- 
er building materials), Curtain 
Time is a fine example of specific 
aiming of the potent screen me- 
dium at a specific target audience. 

Produced by John Sutherland 
Productions, Inc., the film was in- 
troduced to members of the Pro- 


1960 


This growing business has a problem, like where do you put people, so 
Architect Wilbur Jones was called on to create a new building . . 


ducer’s Council (national organi- 
zation of building materials and 
equipment manufacturers) by 
Bay E. Estes, Steel’s vice-presi- 
dent for marketing, who said: 

“This motion picture is tailored 
completely to the professional in- 
terests of a relatively limited 
group of specialists in the build- 
ing field. This is a variation of 
our usual industrial motion pic- 
tures. 

“Our new film is a sales tool. 
It will be used by our salesmen 
and marketing experts during 
their calls on building trade cus- 
tomers. It is a working film which 
can be shown anywhere, on the 
wall of an office or in a drafting 


room during a shirt-sleeve lunch 
hour.” 

Curtain Time carries its prod- 
uct theme with a humorous use of 
cartoon animation. Briefly, it’s the 
story of architect Jones who has 
to design an office building to suit 
the varying ideas of several client 
executives. His dilemma is solved 
when, after becoming well-versed 
in technical details, he designs 
the building in steel. 

Audience requests that meet 
the rigid specifications of interest 
laid down by the sponsor can be 
addressed to: Market Develop- 
ment Division, U. S. Steel, Room 
2831, 525 William Penn Place, 
Pittsburgh 30, Pa. tt 


The big day arrives and the dream that began as a nightmare is brought 
to life. Wilbur's designs and steel curtain wall have won the day .. . 





FILMS With Science Appeal 


A Specialist in Scientific Demonstration Techniques Holds That Sponsors 
Should Think Visually, Keep Films Believable and Note Public Awareness 


by Professor Jonathan Karas 


How do we photograph the wind? 

How can we show heat travelling through a 
metal plate? 

How can we measure the temperature in a 
fire eater’s throat? 


How can we stop a car in mid-air? 


Impossible as they may sound, all of these 
things can be done if the problem is approached 
in a scientific fashion. We can answer the ques- 
tions and record the results on motion picture 
film without animation or optical effect. You 
might think »ack over how many industrial 
and business films would have benefited from 
such dramatic demonstrations carefully woven 
into the business message. 

The current scientific revolution initiated 
by the orbiting of Sputnik I, and later satel- 
lites, has affected industrial output, high 
school teaching, and governmental thinking. 
However, this achievement also produced 
another efiect of great economic importance 
to business and industry. 

Public Exposed to Scientific Jargon 

We will term this effect the “scientific 
awakening” of the average American. The pub- 
lic has been so completely exposed and satu- 
rated with terms and concepts such as “gravity,” 
“orbit,” and “research,” that it is now sensible, 
and in many cases imperative, to update 
industrial and business film scripts to include 
this sudden, and probably permanent, sophis- 
tication. In other words, it is now fashionable 
to use science as a selling and promotional tool. 

There are two basic reasons why science 
is a powerful factor in industrial presentations 

First, the scientific saturation referred to 
previously actually makes people believe they 
know more about science than before. In many 


Camera that “sees in the dark” was built by 
Baird Atomics and is being used with televi- 
sion camera to demonstrate that a cast steel 
boiler unit conducts heat many faster 
than the conventional cast-iron 


times 
section. 
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cases this increased knowledge is a reality and 
in the remaining fraction of the public there 
is at least a pseudo-scientific attitude present. 

Secondly, such business films must now 
contain, more than ever before, the important 
ingredient “believability.” This factor can be 
produced partly by the attitude or reputation 
of the performer and partly by the scientific 
content of the film itself. 

Now it is not immediately obvious as to how 
to present a complex principle, process, or 
product for a mass audience. Certainly, as many 
audio-visual people know, the first ideas are 
rarely the best. 

Translate the Problem in Visual Terms 

Furthermore, in working in the film medium, 
one must be trained to think visually. One 
asks “Can you see it happen?,” “How can we 
photograph the effect?,” and “Is this visual 


interpretation scientifically sound?” The prob- 
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Brake action is being vividly demonstrated by 
stopping a car in mid-air for film scene. 


lem, then, is to translate a business or industrial 
message of complexity into a succession of 
vivid visual and aural impressions—impressions 
that will remain permanently associated with 
your particular sales presentation. 

We suggest that you search the back of 
your mind right now to see how many of the 
opening challenging proposals you are waiting 
to see proved. If you recall even one or two 
of the opening questions, then science is getting 
through to you. 

Let us admit, at the outset, that the scientific 
approach is by no means a panacea or elixir. 
Some concepts on our survey lists are indeed 
hard to prove by any means. For example, how 
do you scientifically measure comfort, or joy, 
or hunger? But if you have a problem in 
which a physical characteristic must be pre- 
sented, then creative visual scientific thinking 
can develop a demonstration that is memorable. 

Some of the examples we will use indicate 
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odd or off-beat ways of demonstrating well 
known characteristics; some gain attention by 
the magnitude of the equipment; some are 
vivid because of the risk to the performer; and 
some simply sound impossible. 

A New Way to Photograph the Wind... 

Let’s answer the original questions in the 
order of presentation. First, how do we photo- 
graph the wind? Now the first thing that comes 
to mind in proving that there is a wind blowing 
is to simply show an anemometer—the device 
used by meteorologists. As the cups on this 
device whirl, a gauge shows the wind velocity. 
In our particular case the wind speed was 
going to be 80 miles per hour in a wind tunnel, 
and it seemed a waste to record it only on a 
lifeless dial. Furthermore, we realized that many 
viewers would try to outguess us by suspecting 
the needle on the dial was turned from the 
back. So dials, needles, vanes were out. 

We needed something which would not be 
suspect. In the end we proved that the hurri- 
cane was there by not using any equipment 
or props. We used the narrator himself! 

A trapeze bar was suspended in the wind 
tunnel and the narrator held on tightly using 
straps around his wrists. At a given signal the 
24-foot fan started rotating. 

Slowly the narrator’s feet left the floor. Here 
was a king-sized wind vane! At 80 m.p.h the 
hanging man was blown out almost horizon- 
tally. Any question now as to whether a wind 
was blowing? 

How to Picture Transmission of Heat 

Let’s take the next example. How can we 
show heat travelling through a metal plate? 
We know that there are a number of effects 
which will indicate heat flow such as melting 
wax, thermometers, and the like. But we wanted 
actually to watch the heat flow, not a side 
effect which was, at best, an indirect test. 

The problem came up when a well-known 
manufacturer of home and industrial heating 
equipment wanted to show the advantage of 
his particular design. It is usually the heating 
contractor who decides for the home owner 
what boiler unit will be installed. But we 
wanted home owners to go to their contractors 
and specifically demand our client’s unit. There 
was no doubt that this particular design had 
many advantages, but there was one major 
disadvantage—it was a fairly costly unit. 

One feature which proved difficult to sell 
was the advantage of a cast-steel boiler over 
a cast-iron boiler. Cast-iron boilers had been 
used so many years that many assumed nothing 
better could be developed. Actually, as can be 
shown, a cast-steel unit has merits such as 
lack of seams, small wall thickness, and a 
very fast heat-up from a cold start. 

Used Camera That “Sees in the Dark” 

The demonstration of superior boiler heat 
conduction utilized an amazing “camera” that 
“sees” in the dark. In effect, the device was 
able to portray heat distribution patterns— 
and an object can be warm without shedding 
any visible light. Using this apparatus we de- 
signed a demonstration to show, once and for 
all, that a cast-steel boiler unit conducted heat 
many times faster than the equivalent cast- 
iron section. (Continued on Page 47) 
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IT’S THE PICTURE THAT COUNTS... 


and MPO camera crews travelled over 25,000 miles to get 
the pictures for Gulf Oil Corporation’s film “Unseen 
Journey”. 


Into the desert by helicopter, by paddle boat up the Loui- 
siana bayous, by plane, truck and launch, the MPO team 
followed the flow of oil from the wells to the refineries, 
tracing the often complicated, always unseen product. 
Reviewing “Unseen Journey”, the New York Times said: 


MPO Productions, Inc., a division of MPO Videotronics + 15 East 53rd Street, New York 22, N. Y. * also in Detroit, Chicago, Hollywood 


NUMBER 7 © VOLUME 21 ¢ 1960 


“A pounding, graphic and splendidly photographed docu- 
mentary...whose (Gulf Oil) plugs are jolly well justified.” 
For quality motion picture production, more and more 
quality accounts have found that it costs no more to trust 
their film projects to a creative producer . .. MPO. 


For further information regarding MPO’s creative staff 
and studio facilities, or to arrange a screening of recent 
MPO productions, call Judd Pollock at MU 8-7830 in N.Y. 





“Ben Franklin Sells Today” in 
New Version for Sales Groups 

Benjamin Franklin, complete 
with old-fashioned knickers and 
hair style, comes to modern life 
to present his not-so-old-fash- 
ioned principles of human rela- 
tions in a motion picture from The 
Jam Handy Organization. 

Ben Franklin Sells Today dem- 
onstrates how Ben’s principles 
can be applied in selling situations 
of quality, price and service. 
Good Old Ben illustrates common 
mistakes in selling and then shows 
how the application of his meth- 
ods would help make the sale. 

The gist of his presentation is 
to show the right tactics to use 
for getting the other person to 
talk, for keeping out of argu- 
ments, for putting your opinions 
across, for engaging others’ senti- 
ments, for saving your time in 
selling—all vital parts of sales- 
manship. 

Ben Franklin Sells Today is a 
complete, up-to-date remake of 
the popular Selling America film, 
also starring Ben. Prints of the 
original version are given a 
trade-in allowance when returned 
to Jam Handy with an order for 
prints of the new version. Jam 
Handy also arranges for previews 
and rental of the film. Ld: 
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Film Tells How Consumers Union 
Operates to Inform Buyers 

A graphic explanation of the 
work of the Consumers Union and 
of the research behind each 
month’s production of CONSUMER 
REPORTS magazine is presented in 
a new 30-minute film from CU. 

Consumers Want to Know pre- 
sents a factual day-by-day account 
of how the non-profit, non-com- 
mercial CU functions; how a test 
project is carried through from 
Start to finish; how CONSUMER 
REPORTS is produced, and how 
CU speaks for consumers at Wash- 
ington hearings. 

The cast is CU’s staff, and the 
entire film was shot in CU’s Mount 
Vernon, N. Y., offices and test 
laboratories, on its auto track in 
Connecticut and various other lo- 
cation sites. 

Consumers Want to Know was 
produced and directed by Richard 
de Rochement, producer of The 
March of Time and Academy 
Award winner for the motion pic- 
ture short, A Chance to Live. 

The educational film is available 
in either color or black and white, 
and may be rented or purchased 
from Consumers Union Film Li- 
brary, 267 West 25th Street, New 
York 1, N. Y. Ve 
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Railroaders in New Delhi, India, pictured above, study American rail- 
road operations through the use of a recently produced Illinois Central 
Railroad motion picture titled “Block Signal, Centralized Traffic Control 
and Interlocking Rules.” The motion picture is being loaned to the 
Indian Railroads under the auspices of the International Cooperation 
Administration. Pictured are officers of the Indian railroads and of the 
International Cooperation Administration following preview of the film 
at the ICA Communications Media Center in New Delhi. 
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Indianapolis Auto Race Film 
to Miller Sports Pix Library 

The high-speed excitement of 
the world-famous Indianapolis 500 
race is brought to the screen in 
the latest addition to the Miller 
Brewing Company’s library of 
sports films. 

Run for the Money, a 29-minute 
color film, is the chronological 
story of the 1960 race. 

Prologue to the actual race are 
scenes of preparations months in 
advance of the classic race. Offi- 
cials work on endless, but neces- 
sary, details. Mechanics polish, 
grind, drill and fit the thousands 
of parts that go into the high- 
powered race-cars. Time trials 
produce a new time trial speed 
record of 150 m.p.h. 

The forte of the film is the race 
itself, with the camera getting just 
as close as the audience in the in- 
field of the track. Part of the 
footage captures the world’s rec- 
ord pit-stop, as a driver’s crew re- 
fuel his car, change the tires, make 
minor repairs and send him on his 
way in a dazzling 17 seconds. 

Of the 33 cars that start the 
race, only 16 cross the finish line, 
and winner Jim Rathmann, with 
an average speed of 138.76 m.p.h., 
claims his $110,000 prize. 

Miller’s library contains more 
than 100 sports films for civic, 
church and school groups, with 
subjects ranging from baseball to 
hydroplane racing and _ bronco- 
busting. Run for the Money and 
other films can be obtained free 
from the Film Section, Miller 
Brewing Co., 4000 W. State St., 
Milwaukee, Wis. Lye 

oe * * 


SKF Industries Completes Ist 
of New Sound Slidefilm Series 

Production of the first in a new 
series of field information films 
for SKF Industries has been com- 
pleted by Close and Patenaude, 
Philadelphia production firm. A 
color and sound slidefilm, the first 
unit is designed to update SKF 
distributor salesmen on products 
sold to the bearing replacement 
market. 

Titled Force of Habit, it deals 
with SKF Unit Pillow Blocks, ap- 
proaching the problem of in- 
creased sales and service to pros- 
pective customers with the prem- 
ise that anyone using a competi- 
tive pillow block does so by habit, 
and that a thorough review of the 
facts by the salesman will get 
users in the habit of specifying 
SKF Units. 

Production technique of the 
film is equally divided between 
cartoon art and color transparen- 
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cies of cut-away model pillow 
blocks demonstrating features of 
SKF units, and comparing them 
with models of other manufac- 
turers. Lad 
* * 

Marquette University Film 
Produced by Riviera Prods. 

Marquette University in Mil- 
waukee, Wis., has begun circula- 
tion of prints of a 13'%-minute 
color film prepared by Riviera 
Productions, Hollywood. 

The Need to Excel, which em- 
phasizes campus activities, class- 
room scenes and new and pro- 
posed buildings, depicts Mar- 
quette’s $45 million expansion 
program for the next decade. 

President Willard Zens of 
Riviera, a Marquette alumnus, 


Willard Zens (1) delivers film to 
Very Rev, Edward J. O’Donnell, 
S. J., Marquette University presi- 
dent, who also narrated. 
personally supervised the crew 
which came to the Marquette 
campus to shoot the footage. It 
was a_ short-notice production, 
with 29 days being required from 
start of story to delivery of the 
film. 

Debut of The Need to Excel 
was made on TV station WTMJ- 
TV on Sunday, Nov. 13. It has 
also been shown to the Marquette 
faculty and student body, and 
now is scheduled for alumni meet- 
ings and civic gatherings. 

Narration in the film is mostly 
handled by the Very Rev. Edward 
J. O'Donnell, S.J., president of 
Marquette. 

x * * 
Management Development Aid 
in Production at Format Films 

Going into production at For- 
mat Films, Inc., is a ten-minute 
animated industrial film on man- 
agement development. The Bank 
of America is sponsoring the film 
that will deal with techniques of 
making “best possible use of hu- 
man resources available to bank 
management.” Lae 
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See the difference... 


when 16mm Color Specialists process prints! 


The most efficient craftsman is the specialist. His conception of quality is high. He 
takes extra pains to produce the Finest Quality because he knows what is good . . . 
and he takes pride in doing his job well. Color Reproduction Company has specialized 
exclusively in 16mm Color Printing for over 22 years. That’s why Color Reproduction 
Company has achieved a “Standard of Quality’ which has long been the Standard of 
the 16mm Motion Picture Industry. The cost of your production warrants finest quality 
prints . . . See what the technical know-how and production skills of Color Repro- 


duction’s specialists can do for your 16mm Color Prints. 
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MPO Videotronics Names 3 V-P’s; 
Opens New Chicago Offices 

* MPO Videotronics, Inc., has 
named three vice-presidents in 
charge of subsidiaries, according 
to Judd L. Pollock, president. 

Mel Dellar, executive producer 
in charge of the firm’s Hollywood 
operation, has been named vice- 
president of MPO TV of Cali- 
fornia. 

Tom Thomas, midwest office 
manager, has been named vice- 
president of MPO Sales & Train- 
ing Programs, Inc., in West Dear- 
born, Michigan. 

Frederick B. Foster has joined 
the firm as vice-president of MPO, 
Inc., in charge of the company’s 
newly-opened Chicago offices at 
134 S. LaSalle $t., Chicago 3, 
Illinois. 

Dellar joined MPO in 1958 
with twenty years of production 
experience in TV commercials, 
sponsored motion pictures and 
feature films at Warner Bros. 
Thomas, previously a free lance 
writer-director, joined MPO early 
this year. Foster was formerly a 
vice-president and sales executive 
at Fred A. Niles Productions, 
Chicago. Ly 

* * + 

Scudder Boyd, Gene Searchinger 
Merge as Pendulum Productions 

Pendulum Productions, Inc., 
has been formed in New York at 
45 West 45th Street. The new 
firm is an amalgamation of Scud- 
der Boyd Films, Inc. and Gene 
Searchinger, an independent pro- 
ducer. 

First productions to be released 
under the new escutcheon were 
previewed recently at an an- 
nouncement party in New York. 
They were The World Next Door, 
made for Pepsi-Cola _ Interna- 
tional, Ltd., and The Road to the 
Future for the New York Central 
system. 

In addition to Boyd and 
Searchinger as principals in Pen- 
dulum Productions, Inc., Charles 
Mathewson is Sales Manager, a 
position he held with Scudder 
Boyd Films, Inc. Lt’ 


* * * 


A Note of Correction .. . 

* The mobile service and repair 
stations that were convenient to 
users of Arriflex 16 and 35mm 
cameras at the 1960 Olympics in 
Rome were made available by 
Arnold & Richter, of Munich, 
West Germany, manufacturers of 
Arriflex equipment. They were 
not provided by Arriflex Corpora- 
tion of America, as stated on 
page 22, Issue 5 of BUSINESS 
SCREEN. i 


People in the News 


New Executive Posts Announced 
as Dynamic Broadens Its Field 

« The corporate face of Dynamic 
Films, Inc., has undergone sev- 
eral important changes in the 
past few months. 

Walter Lowendahl, for many 
years a leader in the film industry 
in New York, a founder and past- 
president of the Film Producers 
Association, has joined the firm 
as executive vice-president. Mr. 
Lowendahl is also a principal of 
the firm and a board member. 

Milton Perlman, a veteran film 
producer, has also joined the 
company and will be working 
once again with Mr. Lowendahl. 
The two were co-producers of the 
Gian-Carlo Menotti theatrical 
film, The Medium. 

In the sales field, Dynamic has 


of the Film Studios 


added two new representatives, 
Mal Middlesworth, for the Mid- 
west area, and William W. Mat- 


Bill Matthews .. . at Pittsburgh 


thews, who will work out of a 
Pittsburgh headquarters. 
Walter Lowendahl has been in 
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Irritate Audiences 


Scratches are havens for dirt, and 
refract light improperly. On the 
screen, they mar the picture and may 
distract attention. If on the sound 
track, they produce offensive crackling. 


Fortunately, scratches can almost 
always be removed — without loss 
of light, density, color quality, 
sound quality, or sharpness. 
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Mal Middlesworth . . . heads 
Dynamic’s Midwest Sales. 


the film business since 1936 when 
he joined MGM in Hollywood. 
In 1941, with William Miesegaes, 
he co-founded Transfilm, Inc., and 
headed training film production 
for the firm during the early war 
years. Serving in the Army from 
1942 to 1945 he wrote 36 train- 
ing films and served as technical 
advisor on many others. 

Rejoining Transfilm in 1945, 
Mr. Lowendahl was involved as 
producer in most of the com- 
pany’s outstanding industrial 
films. Under his leadership Trans- 
film took an early interest in the 
TV commercial production busi- 
ness and became one of the larg- 
est producers in the field. In 
1959, Walter Lowendahl joined 
Wilding, Inc., as an executive pro- 
ducer in New York. He has now 
been with Dynamic since last 
summer. 

Milton Perlman wil take an 
active part in Dynamic’s plans for 
production of theatrical films and 
legitimate stage shows. In a first 
joint venture with Dynamic he is 
now preparing a new play, called 
Love and Like, written by Her- 
bert Gold, which is scheduled to 
open on Broadway next year. 

Mr. Perlman is slated to work 
on a theatrical feature based on 
the 1961 Indianapolis 500-mile 
race, a picture for Mike Todd, 
Jr., and a number of industrial 
films. 

Mal Middlesworth, Dynamic’s 
new man in the Chicago area, was 
formerly with the Pure Oil Com- 
pany as Racing Director and as 
Assistant Manager of Truck In- 
dustry Sales. Immediately before 
joining Dynamic he was Midwest 
Manager for the Stanley Publish- 
ing Company. ® 

* co * 
An Eventful Year in Review .. . 
& The top films and major events 
of 1960 will be features of the 
next issue of BUSINESS SCREEN. 
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Science Appeal in Films: 


(CONTINUED FROM PAGE FORTY-TWO) 


We took two boiler plates and placed two 
identical torches close by. The camera was 
trained on both boiler plates and at a given 
signal the torches were positioned to heat 
equally both test samples. The television 
viewers at home looked through the complex 
camera to watch how the heat travelled. 

There, before their very eyes on live tele- 
vision, they watched the heat pattern grow. The 
cast-steel section conducted heat much faster 
and more evenly than the old-fashioned cast- 
iron section. Now they could understand why 
our client was able to advertise that his boiler 
unit produced live steam from a cold start in 
just five minutes! Eventually we produced 
scores of scientific ideas to prove superiority 
of the client’s product. 


How to Demonstrate Auto Brake Action 

Next, how can we stop a car in mid-air? 
Facetious as it may sound, we used the brakes. 
However, it may be necessary to expand this 
solution just a bit. 

We contend that braking is primarily a test 
of tires and road, that the work of the brakes 
is done once the wheels lock, and the final 
braking is accomplished much quicker if the 
tires are not allowed to slide along the road 
after locking. 

One way to demonstrate this is to build 
a gear-tooth runway and use large gears as 
vehicle wheels. The car stops as soon as 
the brakes lock, because the wheels cannot 
slide along the gear track. 


This Film Scene Proved Convincing 

We needed something a bit more spectacular, 
so we decided to drop a car from a tall crane 
and then stop it in mid-air by using regular 
vehicle brakes. A car was rigidly fastened 
to the ground by being attached to four tele- 
phone poles pile-driven into the earth, and 
mounted at a slight angle so that the rear 
wheels cleared the ground. Two winch drums 
were fastened to the rear wheels, one on each 
side, and these drums could be rotated by 
engine power or held firmly by applying the 
car brakes. 

A brand-new car was placed in a supporting 
rack with two cables attached at the top. These 
cables ran up to and over individual pulleys 
at the top of the crane boom, used for support, 


and thence to the winch drums on the rear 
wheels of the stationary vehicle. 

Once the car was raised by running the 
stationary car engine, the parking brake was 
completely responsible for keeping it poised in 
mid-air when the engine was turned off. As 
cameras rolled the foot brake was applied and 
the hand brake released. When the foot brake 
was released, the car hurtled downward in 
freefall! 

At the strategic moment, foot pressure was 
restored and the falling car came to a full 
decisive stop—halted before it struck the 
ground. Here was a true test of braking ability 
—a car stopped in free fall using only half the 
available braking power. 

You Need a Creative, Scientific Eye 

These, then, are some of the ways films 
with science appeal can be produced. The qual- 
ity that is needed in devising demonstrations 
such as those described here is to look at a 
process or product with a creative scientific eye. 

A complicated device can be highlighted by 
making it perform an off-beat, but memorable 
feat. A complex process can be broken into 
its fundamental steps and each of these sepa- 
rately demonstrated in a way that will lead to 
an integrated description. But remember, crea- 
tive scientific ideas do not replace good pro- 
duction—they supplement it. 


Science Revolutionizing Our Lives 

There are very few products whose superi- 
ority cannot be vividly proved through the use 
of well-devised authentic demonstrations. We 
ask that you give this possibility its due con- 
sideration rather than decide ahead of time, 
without checking, that your particular problem 
cannot be solved by science and engineering. 

The age of the orbiting satellite is upon us 
and we plan to visit other planets. Scientists 
are attempting to communicate with beings on 
other worlds. Doctors are studying methods of 
organ transplants and computers can translate 
one language into another. Certainly, as far as 
the world in general is concerned, science is 
truly revolutionizing our very lives. 

The simplest way to use this scientific revolu- 
tion to your advantage is to produce business 
and industrial films with the right amount of 
Science Appeal. 


Epitor’s Note: Prof. Jonathan Karas, can be 
reached c/o Karas & Associates in Durham, 
New Hampshire, where he resides. Lae 
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New: 
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under the sun! 
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A new screen for 
viewing pictures in 
undarkened rooms 


It is true that you can project better pictures 
in darkened rooms—but there are many 
times when room darkening is inconvenient, 
difficultand costly. Now, with the new Radiant 
exclusive “truly lenticular" screen, which 
controls both horizontal and vertical light 
reflection, you can project slides and movies 
effectively in normally or partially lighted 
rooms where no unusual lighting conditions 
prevail. For industry and business—this 
permits projection in shows, conventions 
and offices where room darkening is not 
practical. 


Send for Illustrated Booklet 
which gives the complete ex- 
pronetlon of this new truly 
enticular screen, also catalog 
giving specifications and prices 
of Radiant’s complete line of 
lenticular and glass-beaded 
screens of every type for ev- 
ery purpose. 


RADIANT 


P. O. Box 5640 * Chicago 80, Iil. 


Gentlemen: Please rush me free copy of 
your booklet “The Miracle of Lenticular 
Screens” and complete Radiant Screen 
Catalog. Dept. BS-1160 


Name____ 

School__ 

EAS 2 eae 
_———————— 





or OPENING FEATURE of the 
4th annual Industrial Film 
and Audio-Visual Exhibition held 
last month in New York was a 
forecast of the enthusiasm gener- 
ated at this show. 

The Market of the Sixties, Lirt 
magazine’s informative and inter- 
esting slidefilm spotlighting the 
marketing opportunities in the 
decade ahead, was in such great 
demand among show visitors that 
it had to be repeated the following 
day. 

Another opening-day highlight 
was the symposium “The Photog- 
rapher in Space,” analyzing the 
relationship and importance of the 
photographer and photography to 
our missile and space exploration 
programs. Speakers included Carl 
N. Brewster, Chief of Information 
Services, Flight Test Operations, 
Space Technology Laboratories, 
Inc., Cape Canaveral, Fla., who 
spoke on “The Camera as a Re- 
search Instrument;” Major James 
F. Reid, Chief Community Rela- 
tions, Office of Information, Air 
Force Missile Test Center, Patrick 
Air Force Base, Fla., on “The Air 
Force Missile Test Center,” and 
Moderator Joseph H. Snyder, 
President of Color Corporation of 
America 


Creative Role of Producers 


The second day’s emphasis on 
film production started off with a 
presentation, “What Makes a 
SELLing Commercial?” by Robert 
L. Lawrence, president of Robert 
Lawrence Productions, Inc., New 
York City 

In his Mr. Lawrence 
stated, “Film producers must as- 
sume a greater creative role in the 
production of TV commercials. 
We can no longer evade this chal- 
lenge by insisting that creativity 
is the prerogative of our agency 
clients.” 


address 


Following Lawrence’s presenta- 
tion was a two-hour showing of the 
prize-winning publicity films and 
television commercials from the 
7th International Advertising Film 
Festival in Venice, June 1960, 
which drew a standing-room-only 
audience 

Continuing in the wide scope of 
lecture subjects was a talk by 
Josef Bohmer of IBM Product 
Development Laboratory, Pough- 
keepsie, N. Y., on “Single-Sys- 
tem Film Production,” relating 
how a technical film unit solved 
single-system’s inherent editing 
problem in order to utilize this 
time-saving sound motion picture 
method for its 
films 


progress report 


The third day of the meeting 


Highlights of the Industrial A-V Show 


Program Features Space Photography, Market Opportunities 


John Flory, 
and Chas. 
sales, 


Eastman Kodak (1) 
Sass (r), Fairchild 
at 8mm sound session. 

was devoted to Education. An all- 
day Consultation Clinic was con- 
ducted by the Metropolitan-New 
York Audio-Visual Association, 
under the guidance of Dr. Ruth 
Cornfield, A-V consultant to the 
French Embassy, president of 
MAVA, for people with problems 
in programming, foreign lan- 
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Better 
om / Just Happen / 


guages, sciences, 
studies, etc. 

Other features of the Education 
Day were: a Production Workshop 
by the Radio and Television 
Society concerning Educational 
TV; a lecture on “Design for 
Learning” by Frank Carioti, vice 
president and Director of Market- 
ing and Merchandising Research, 
Public Information, Dave Chap- 
man, Inc., Industrial Design, Chi- 
cago, and a symposium on “Mod- 
ern Language Laboratories,” con- 
ducted by John J. Dostal, specialist 
in Educational Electronics. 


math, social 


Wertheimer’s Photokina Report 

An “I was there” visual report 
with hundreds of slides on “What 
Was New at the Photokina in 
Cologne?” was presented on the 
exhibit’s fourth day by Adolph 


THE WORLD IN A BOTTLE 
PEPSI COLA COMPANY 


Files 


For Films That Bring Results Call or Write: 


ake) . HA 6-8904 


Producer Bob Lawrence speaks on 
television commercials .. . 


Wertheimer, executive vice presi- 
dent of Radiant Manufacturing 
Corp., Morton Grove, Ill. 

John Flory, Advisor on Non- 
Theatrical Films for Eastman 
Kodak Company, Rochester, 
N. Y., moderated a symposium 
on “What 8mm Can Do For Busi- 
ness & Industry.” 

Better Sales Meetings, a new 
series of color slidefilms produced 
by Wilding, Inc., was introduced 
at the show by Jack C. Coffey Co.., 
Inc., North Chicago, Illinois. ' 

The exhibition included displays 
by leading manufacturers of audio- 
visual equipment, presenting their 
latest products and models. Other 
interesting exhibits included a 
Space Training display by the U. S. 
Naval Training Device Center, 
Port Washington, N. Y., with 
working models of various Train- 
ing Center Space devices, includ- 
ing a model of a photo reconnais- 
sance demonstrator, similar to a 
U-2 plane. iy 

a a a 


Former Freberg Staffers Start 
Free-Lance Firm, Klein /Barzman 
A free-lance creative produc- 
tion firm, Klein/Barzman, has 
been started by Bob Klein and 
Alan Barzman, both formerly of 
Freberg, Ltd., Hollywood. 
Specializing in free-lance crea- 
tion of humorous commercial 
campaigns and all phases of radio 
and tv live-action and animation 
production, service will also in- 
clude an advisory and creative 
function in campaign planning. 
Formerly general manager at 
Freberg, Ltd., Klein was previ- 
ously head of the local television 
and radio production department 
at Compton Advertising, and a 
tv and radio producer at NBC in 
New York. Barzman was in 
agency copywriting and tv-radio 
production before joining Fre- 
berg, Ltd. 
Offices of the new firm are at 
706 North La Cienega Blvd., Los 
Angeles 46, Cal. Mg 
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American Engineer, 29 min., color, 

Chevrolet Div., General Motors. 
A hundred and more triumphs of 
American Engineers; radio tele- 
scopes catching “broadcasts” from 
the sun and stars; petroleum from 
beneath the sea; largest 
smasher in action. Source: 


Handy. 


atom 
Jam 


American Harvest, 29 min., color, 

Chevrolet Div., General Motors. 
Features of productive America to- 
day; the new interdependence of 
city and rural life; world’s largest 
man-made canyon; a city arising 
overnight on a desert; mechanized 
agriculture; marvels of our labora- 
tories. Source: Jam Handy. 


American Look, 29 min., color, 

Chevrolet Div., General Motors. 
How industrial designers have en- 
riched our lives. Nation’s great crea- 
tive artists unveil their newest; 
among these are Saarinen, Bertoia, 
Paul McCobb, Dreyfus, Bellman. 
Best design in the home, recreation, 
architecture. National award winner. 
Source: Jam Handy. 


American Maker, 25 

Chevrolet Div., General Motors. 
Picturing the genius of America’s 
men and women in a hundred crafts; 
across-the-country panorama of the 
makers of Today, the shapers of 
Tomorrow; our pioneer heritage in 
inventiveness and the reflections of 
the American tradition in today’s 
creative productivity. Source: Jam 
Handy. 


min., color, 


American Women—Partners in Re- 

search, 13'2 min., color, Corning 
Glass Works. Using a coffee perco- 
lator as an example, this colorful 
film tells how women help design 
their future household items by ap- 
praising the style and ease-of-use 
of many proposed new products. 
Features Chet Huntley. Source: 
Assn. Films. 


Big Risk, 22 min., color, Ohio Oil 

Co. Useful for stimulating dis- 
cussion of business and economics. 
The story behind industry’s search 
for oil; shows drilling equipment 
airlifted into the Guatemalan jungle. 
Tells how oil companies must take 
huge financial risks to find new 
reserves of oil, but as long as they 
are free to take these risks and to 
compete, reserves will be found. Also 
indicates the benefits that the oil 
industry has brought to the economy 
of countries such as Guatemala. 
Source: Modern. 


The Big Train, 30 min., color, New 

York Central System. New York 
Central’s president, A. E. Perlman, 
explains that this film is intended 
to emphasize that the government 
should give the railroads a better 


*Source Addresses (keyed to titles 
shown) are provided on page 60 of 
this special Film Guide section. 
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chance to compete with other forms 
of transportation. Though many 
railroads are in financial jeopardy, 
the film argues, the railroads are 
vital and must survive. Research, 
pushbutton operations, automatic 
teletype, IBM equipment, electronic 
traffic control illustrate today’s for 
ward-looking railroad. Available in 
Central’s 11-state territory. Source: 
Modern. 


Bradshaw's Billions, 25 min., color, 

Eastman Kodak Co. How George 
Bradshaw’s business grew when he 
discovered the graphic arts and the 
importance of good printed advertis- 
‘ng to the growth of business. 
Stresses the fact that if a business- 
man has a product or service to sell, 
printing in ene or more of its many 
forms wili help him do a better job. 
Source: Kodak. 


Company Manners, 20 min., color, 

Union Pacific Railroad. “Good 
communications with the public is 
everybody’s business.” How the U, P. 
motto is fulfilled by all levels of 
workers is shown. The pattern of 
Union Pacific’s PR staff activities is 
inter-related with good service 
throughout the railroad which pro- 
vides public relations in depth. 
Source: Union Pacific. 


The Computer Comes To Marketing, 

30 min., b/w. A “committee” of 
executives investigate the benefits 
to their company of using a com- 
puter, or high speed electronic data 
processing. They report on the com- 
puter applications in the whole range 
of marketing—from production con- 
trol as related to distribution, 
through inventory control, improved 
customer service and sales forecast- 
ing, down to better-armed salesmen, 
superior market analysis and a bet- 


ter basis for marketing 
ment’s decision-making. 
Fortune. 


manage- 
Source: 


The Constant Quest, 28 min., color, 

Gulf Oil Corp. Industrial research 
is depicted in this study of the 
operations at Gulf Oil’s research 
center at Harmarville, Pa. Shows 
the constant quest by more than 
1,500 employees who do research in 
many areas of the oil industry, 
ranging from new insecticides to 
nuclear science, an airborne mag- 
netometer for oil exploration to 
“In-situ combustion,” which uses fire 
to recover oil. Source: Syndicated. 


Credit—Man’s Confidence in Man, 

33 min., b/w, Dun & Bradstreet, 
Inc. The role of the individual and 
company credit in our nation’s econ- 
omy. Opening with a small boy who 
buys a penny fish hook on credit, the 
chain of transactions resulting from 
this purchase shows how movement 
of goods from raw material to con- 
sumer is accomplished by credit 
transactions. History of credit and 
credit reporting, and recording of 
credit information. Source: Modern. 


Crisis in Lindenville, 28 min., b/w, 

National Association of Manufac- 
turers. Stockholders of a small-town 
manufacturing firm want to sell out 
to a large machinery manufacturer. 
The small firm’s president thinks the 
company owes loyalty to Linden- 
ville, a town which has been the 
company’s friend for 50 years. He 
also faces tough competition from a 
new tool manufacturer. Film shows 
how he solves his firm’s financial 
problems and develops better prod- 
ucts and greater security for his 
employees. With Guide. Source: 
Natl. Assn. Mfrs.—free loan, $1.50 
handling charge. 


The challenging subject of productivity is met in “1104 Sutton Road” 


1960 


A Day of Living, 28 min., color, 

Metropolitan Life Ins. Co. A 
camera’s eye tour of our nation— 
city, farm, industry—that gives a 
better understanding of our living 
heritage. Another story is woven 
into this scenic panorama—the story 
of life insurance and how it provides 
not only protection and security for 
individual policyholders, but also the 
investment funds that have made 
possible much of America’s growth 
and progress. Source: Assn. Films. 


Days Of Our Years, 20 min., b/w, 

Union Pacific Railroad. Stressing 
safety on the job, this inspirational 
film shows the painful and tragic 
results of industrial accidents, not 
only on the victims but also on co- 
workers, families and friends. 
Source: Shell. 


The DuPont Story, 39 min., color, 

E. I. Du Pont de Nemours & Co., 
Inc. Highlights in the history of the 
Du Pont Company from its founding 
158 years ago to the present day, 
telling the colorful story behind the 
company producing “Better Things 
for Better Living through 
Chemistry.” A 72-minute version, 
made primarily for Du Pont em- 
ployees, is also available; specify 
choice. Source: Du Pont. 


Eighth Lively Art, 26 min., color, 

General Electric. Describes indus- 
trial design as an eighth addition to 
the seven arts, and explains how 
designers create new appliances. 
Source: Genl. Electric. 


1104 Sutton Road, 30 min., color, 

Champion Paper & Fibre Co. 
Deals frankly with the theme “to 
get more of what you want, you 
must produce more of what other 
people want.” Through its principal 
character, shows how attitudes, co- 
operation and understanding can im- 
prove the industrial climate. Source: 
Modern. 


Engagement Party—The Story of 

Trading Stamps, 29 min., color, 
Sperry & Hutchinson Co, How and 
why merchants give their customers 
the bonus of trading stamps. Be- 
hind-the-scenes story of the idea 
that for over 60 years has benefited 
large and small businesses, their 
customers and the American econ- 
omy. Told in terms of a young couple 
planning for the future, the film 
stars actor Leon Ames. Source: 
Modern. 
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Enterprise, 31 min., b/w, Cluett, 

Peabody & Co., Inc. The story of 
the rebirth of a small southern town 
from possible extinction to economic 
independence and new vigor. A true 
documentary on how community 
action can create civic development; 
the how’s and why’s of economic 
change in the South, and the Ameri- 
can free enterprise system in action. 
Source: Modern. 


Equation for Progress, 28 min., 

color, Ford Motor Company. Dr. 
Andrew Kucher, Ford’s V-P for 
Engineering and Research bridges 
the gap between science and public 
understanding of it by picturing 
science believably and interestingly. 
Scientific theory applied to modern 
practical science is shown in early 
experiments of the Wright brothers 
and Henry Ford, using equipment 
with which these pioneers worked. 
Related to today’s automotive manu- 
facturers who are conducting re- 
search into a great variety of scien 
tific principles applicable to modern 
industry. Source: Ford. 


min., b/w, General 

Motors. An understanding of a 
fundamental principle in getting 
along with people is conveyed 
through live action and cartoon ani- 
mation. This principle is that people 
can’t be “socked” into acting or 
thinking the way we want them to, 
but, like a heavy pendulum, they 
will respond to a series of gentle 
pushes—“not too fast, not too slow, 
and keep on doing it,” showing that 
gentle persuasion is oftentimes more 
effective than brute force. Source: 
General Motors. 


Experiment, 12 


Experiment: Solar Energy, 23 min., 
b/w, Natienal Association of Man- 
utacturers. In the research labora- 
tories of today, the camera traces 
the outlines for a world of tomorrow 
in which solar power will be directed 
into new and exciting services to 
mankind: heating and cooling of 
homes, cooking, distillation of sea 
water, purification of organic wastes, 
production of oxygen from algae 
for submarine and space travel, and 
such gadgets as self-adjusting cam- 
era lenses and solar powered hearing 
aids. Source: Natl. Assn. Mfrs.— 
free loan, $1.50 handling charge. 


Faces and Fortunes, 18 min., color, 
Kimberly-Clark Co. Your face, 
how you look, often affects how 
people react to you; the same is 
true for companies, large or small. 
The importance of the company 
“face,” better known as the cor- 
porate image, and its effects on 
people and thus on the fortunes of 
the company, is described in this 
imaginative and informative film, 
and the history of identity symbols 
is traced from medieval times to 
the present. Source: Assn. Films, 


For Immediate Action, 18 min., color, 

Bell System. A company executive 
learns the value of good telephone 
habits when his company loses an 
important customer because of care- 
less telephone habits in the organi- 
zation. Presents three key features 
of good telephone usage in a simple 
and realistic story form. It is de- 
signed to be of particular help to 
telephone users in any business. 
Source: Bell. 


Good Place to Work, 13% min., b/w, 

National Association of Manufac- 
turers. Reviews improvement over 
the years in factory working condi- 
tions and benefits with notable ex- 
amples of programs of aptitude- 
testing for better placement, orienta- 
tion programs, on-the-job training, 
medical services, recreational facili- 
ties, etc. With Discussion Leader’s 
Guide. Source: Natl. Assn. Mfrs.— 
$1.50 handling charge. 


How To Live With An Air Force 

Contract, 19 min., color. To pro- 
mote a clearer understanding of 
government contract procedures 
among civilian business men who 
are making their first venture into 
this field. The film explains the 
A.M.C. Field Procurement and 
Promotion mission when a _ small 
manufacturer is awarded his first 
contract, and how production spe- 
cialists visit the plant to help iron 
out problems and enable the con- 
tract to be completed on schedule. 
Source: United World. 
Industrial Research—Key to Jobs 

and Progress, 13% min., b/w, 
National Association of Manufac- 
turers. Portrays role of research in 
creating jobs and improving living 
standards. Illustrates contrasting 
kinds of industrial research and its 
career opportunities for young peo- 
ple. With Leader’s Guide. Source: 
Natl. Assn. Mfrs.—$1.50 handling 
charge. 


Industry on Parade Series, 13% 

min. each., b/w, National Associa- 
tion of Manufacturers. More than 
200 titles in this series depict peo- 
ple, products, processes and the 
changes wrought by science and in- 
dustry. Shows hundreds of U. S. 
cities and their leading industries; 
also titles dealing with individual 
industries. Series has won several 
awards, including Freedoms Founda- 
tion and Venice Festival. Source: 
Natl. Assn. Mfrs.—free loan, $1.50 
handling charge. 


Integrity Plus, 25 min., color, Atomic 
Energy Commission and Nuclear 
Propulsion Program of the Navy. 
Because of production troubles with 
the nuclear sub Skipjack, this film 
deals with the problem of modern 
workers, used to the relatively un- 
critical telerances of mass produc- 
tion techniques, losing the pride of 
craftsmanship and ability to meet 
the challenges of close telerances 
and fine work vital to America’s 
nuclear propulsion program. Source: 
Wolff—write for purchase price. 


It’s Up to You, 25 min., coler, Kraft 

Foods & National Restaurant As- 
sociation. Designed to show food 
service operators and suppliers facts 
about merchandising, selling, and 
advertising as methods to build 
their business. Source: Kraft. 


Key to Merchandising, 30 min., color, 
Gravure Technical Assn.,_ Inc. 
Title refers to product identification 
—training the customer’s eye to 
recognize one brand, one product, 
one package—and a major key to 
product identification is printing. 
Shows how gravure, a special kind 
of printing, has revolutionized the 
packaging industry—many products 
owe their sales appeal to gravure 
printed packages. Presents the proc- 
ess and examples of gravure print- 
ing. Source: Gravure Tech. Assn. 


King’s X, 27 min., b/w, Credit Union 

Natl. Assn. Tells the history and 
present-day purpose and philosophy 
of credit unions. How credit unions 
operate their own borrowing and 
savings systems and provide finan- 
cial security for millions of people. 
Source: Modern. 


A Letter to Moscow, 28% min., 

color, Armstrong Cork. An Ameri- 
can rebuttal to Khrushchev’s boast 
that communism will triumph over 
free enterprise. Through the medium 
of one company, the film presents 
the people and ideas that have built 
our nation, and vividly contrasts 
America with Russia. Source: Assn. 
Films. 


Lifelines U. S. A., 26 min., color, 

Committee of American Steam- 
ship Lines. The role of internat’l 
commerce in the nation’s economy 
and in world relations. U. S. mer- 
chant ships carrying cargoes be- 
tween ports, merchant seamen and 
ship owners form links in the life- 
lines of internat’! enterprise. To- 
gether with farmers, industry and 
business, who provide goods, serv- 
ices and facilities for world trade, 
the merchant shippers help main- 
tain and expend economies, strength- 
en ties among nations. Source: Assn. 
Films. 


The Littlest Giant, 14 min., color, 

National Consumer Finance Assn. 
Animation explains how the Ameri- 
can consumer is the real giant in 
our economy. The way our credit 
and loan system works to make pur- 
chasing cash available to him is 
illustrated, plus the history of the 
consumer credit and loan system. 
Also explains the Small Loan Law. 
Source: Modern. 


16MM MOTION PICTURES 
Available for Free Loan* 





The Living Circle, 13% min., color, 

United Fruit Co. Live photog- 
raphy, animation tell story of 
North and Central America’s eco- 
nomic interdependence. Shows the 
circle of exchange of Latin American 
produce and U. S. manufactured 
goods and capital to aid enterprise 
in both markets. Source: Assn. 
Films. 


Machining Stainless Steels, 30 min., 

b/w, Armco Steel Corp. Film 
shows how research develops stain- 
less steels for free machining. Deals 
with tool composition, how four 
kinds of tools can work for you. 
Demonstrates setups that help re- 
duce machining time. Free loan. 
Source: Jam Handy. 


The Man in the Doorway, 31 min., 

color, American Cyanamid Com- 
pany. A ghost, a prosperous farmer 
and a scientist appearing in symboli- 
cal sets explain the importance of 
conservation—as our resources di- 
minish and our needs increase. The 
dynamics of science in conservation 
is emphasized. Science, particularly 
chemistry, is improving resource 
usage and is developing products 
which supplement natural resources. 
Sources: Modern for group showings, 
Sterling for tv. 


A Manner of Speaking, 28 min., 

color, Bell System. Shows how 
courteous, efficient use of the tele- 
phone can help build business profits 
and create good will for firms large 
and small. A businessman, forced 
to postpone a meeting with an im- 
portant customer, loses his customer 
through a series of poorly handled 
telephone calls by his employees. 
Completely shaken, he calls in a 
telephone representative who out- 
lines a good usage program and 
shows how loss of the customer 
could have been avoided. Source: 
Bell. 


A Matter of Choice, 26 min., b/w, 
Chamber of Commerce. Back - 
ground information on Social Secu- 
rity: what it is, what it does, and 
how it works. A series of flashbacks 
provide workers’ attitudes and in- 
formation on economic security and 
freedom, The film explains funda- 
mental concepts about Social Secu- 
rity and dramatizes the significance 
of private savings in relation to 
individual freedom and incentive in 
our way of life. Source: Medern. 


Mr. Finley’s Feelings, 10 min., color, 

Metropolitan Life Insurance Co. 
A cartoon designed to encourage an 
exchange of ideas about ways of 
meeting stress situations and han- 
dling everyday relationships with 
people. While prescribing no “rules” 
for emotional health, scenes in the 
film make it a versatile tool for 
stimulating discussion about human 
relationships. Source: Metropolitan. 





*Source Addresses (keyed to titles 
shown) are provided on page 60 of 
this special Film Guide section. 
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The New World of Stainless Steel, 
15 min., color, Republic Steel Corp. 
A portrayal of the versatility of 
stainless steel; shows that because 
of it, this highly adaptable metal is 
the top candidate among materials 
for products and applications not yet 
beyond the dream stage. Shows uses 
from knives to building walls to 
rockets. Interesting for designers, 
architects, engineers and business- 
men who must choose materials for 
production. Source: Republic. 


The Next Ten, 30 min., color, Kaiser 

Aluminum & Chemical Corp. The 
birth and growth of a young indus- 
trial giant. Interviews with the five 
key men who started the aluminum 
business of a large American corpo- 
ration ten years earlier. A tour of 
the company’s widespread opera- 
tions in Cal., La., Md., Jamaica and 
other sites. What is happening and 
what can happen in the vigorous 
industrial economy of America to- 
day. Source: Modern. 


No Man Alone, 21 min., b/w. De- 

signed for the U. S. Air Force 
personnel training program, this 
film has value in all areas where the 
importance of teamwork needs to be 
stressed. Uses scenes of football 
games and interviews with star 
players to present the thesis that 
sportsmanship and teamwork de- 
velop the moral fibre required for a 
useful and well-adjusted life. Source: 
United World. 


No One Answer, 20 min., b/w, Bell 

System. Presents proper communi- 
cations methods for better under- 
standing and cooperation. A super- 
visor faces the problem of two 
workers reacting differently to sug- 
gestions and conversation. He learns 
that no two employees can react the 
same way, that each presents an 
individual problem. He finds out that 
the Golden Rule is sometimes the 
most unfair kind of treatment; in- 
stead he applies a new principle— 
“Do unto others as they want to be 
done to.” Source: Strauss. 


Numerical Control, Industry’s Ad- 

vanced Production Method, 21 
min., color, Boeing Airplane Co. 
Planned for technical laymen audi- 
ences, this film explains the numer- 
ical control method of automatical- 
ly machining complex parts, using 
punched or magnetic tape for elec- 
tronic direction of all cutting opera- 
ticns. The processing of a typical 
part is detailed: original engineering 
drawings, plotting of cutter paths, 
calculation of their three-dimen- 
sional descriptions, translating the 
description into tape commands via 
electronic computers, and the actual 
machining operations. Source: Boe- 
ing. 


One Hoe for Kalabo, 27 min., color, 

Natl. Machine Tool Builders Assn. 
Tells the story of modern machine 
tool building and its effects on econ- 
omies and civilizations; shows the 
introduction of modern, efficient 
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methods in a country where primi- 
tive tools are used. Source: Modern. 


Opportunities Unlimited, 13% min., 

b/w, Natl. Assn. of Manufac- 
turers. A warm, human story of the 
physically handicapped and how 
through rehabilitation, training and 
proper placement they have found 
useful, productive places in business 
and industry. Has been widely used 
in the U. S. and exhibited in Turkey, 
France and other European coun- 
tries. Offers valuable help in creat- 
ing constructive attitudes toward 
people with handicaps, a highly im- 
portant resource. With Guide. 
Source: Natl. Assn. Mfrs,—free 
loan, $1.50 handling charge. 


Partners in Progress, 19 min., color, 
Sears, Roebuck & Co. In scenic 
Latin America, this documentary 
shows how a U. S. retailing com- 
pany is expanding operations south 
of the border, how the company 
meets its responsibilities to the host 
countries. Source: Modern. 


Production 5118, 30 min., color, 

Champion Paper and Fibre Co. 
“A story within a story,” this film 
discusses a basic human relations 
problem—communications. Players 
sometimes portray people in the 
story, sometimes themselves. A 
valuable lesson emerges from this 
treatment: only in an understanding 
atmosphere can ideas be transmitted 
fully and clearly to business associ- 
ates and friends, and voluntary co- 
operation be achieved in work. 
Source: Modern. 


Research in Steel, 26 min., color, 

U. S. Steel Corp. John Daly nar- 
rates; the role of research in the 
development of new steel products. 
Illustrates the general character of 
steel research carried on at U. S. 
Steel’s Research Center at Monroe- 
ville, Pa. Source: U. S. Steel. 


Right to Compete, 14 min., color, 
Assn. of American Railroads. 
Surveys the roots and origins of 
free competition in the American 
economy and how it applies specifi- 
cally to transportation. Source: 
Assn. Films. 
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Ship Best Way, 28 min., color, 
United Air Lines. Dramatizes the 


advantages of using air freight in‘ 


national distribution programs. 
Drawn from case histories, the 
action builds around a traffic man- 
ager whose company needs to lower 
operating expenses to meet competi- 
tion. Using air freight, the company 
is able to change its distribution pro- 
gram and effect savings. Source: 
Modern. 


Small Business U. S. A.—The Story 

of Main Street, 33 min., b/w, Dun 
& Bradstreet. In trying to answer 
the question, “Is there a formula for 
success in business?” an accountant 
visits the small business men of 
Main street. How problems are met 
—successfuliy and unsuccessfully— 
is shown in a number of typical 
small businesses: hardware, grocery 
and drug stores, ladies’ apparel 
shop and boys’ wear shop. Presents 
points of guidance regarding buying 
and selling skills, accurate record 
keeping and integrity. Source: 
Modern. 


Steady Work, Steady Pay, 132 min., 

b/w, Natl. Assn. of Manufacturers. 
Reviews 65 years of actions by man- 
agement to level peaks and valleys 
of production and employment with- 
out resort to controls which hamper 
economic growth. Simulating a TV 
news broadcast, the film brings ex- 
amples from many industries and 
many parts of the country to show 
how varied are the problems and the 
solutions, and how the same ap- 
proach may eventually help avoid 
recessions and depressions. Source: 
Natl. Assn. Mfrs. 


The Story of Distributive Education, 

21 min., color, Sears-Roebuck 
Foundation & American Vocational 
Assn. A training program for ca- 
reers in retailing and allied fields. 
Shows the setting up of a D. E. 
program, where students combine 
classroom studies with part-time 
work in local stores and other dis- 
tributive enterprises. Significance of 
the program is told by Mr. John 
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Beaumont, Director of the Division 
of Distributive Education, U. S. 
Office of Education, Source: Modern. 


The Story of Oi! Marketing, 27 min., 

color, Shell Oil Co. Shows how 
distribution and sale of goods serve 
the needs of today’s society. Tells 
what is involved in getting goods 
from producer to consumer, and how 
these principles apply to selling oil 
products. The talents required and 
opportunities available in oil mar- 
keting are also detailed. Source: 
Shell. 


A Story of Research, 19 min., color, 

E. I. du Pont de Nemours & Co., 
Inc. A resume of the types, purposes 
and techniques of research, high- 
lighting teamwork. The film ex- 
amines various aspects of a research 
project, how it is conducted, how 
research affects our lives. Source: 
Du Pont. 


Strange Interview, 55 min., b/w, 

General Motors. The owner of a 
small production shop is rapidly 
losing business due to his attitude 
toward his employees—his own 
thoughtless, impatient ways are re- 
sponsible for the decline in produc- 
tion. In a dream Ben Franklin shows 
him his philosophy for getting along 
with people; Ben handles worker 
situations and the resulting attitude 
of the workers is effectively im- 
proved, Ben’s method is to treat 
them with consideration and as indi- 
vidual human beings. Source: Gen- 
eral Motors. (Available on a 2000 
ft., 17 in. reel, or two 1200 foot reels; 
specify choice.) 


The Stylist, 30 min., color, Ford 

Motor Co. “Mass production can 
lower the price of an article. But it 
is the industrial designer—the Styl- 
ist—who transforms utilitarian ob- 
jects into works of art, and thereby 
enriches all our lives.” An introduc- 
tion to the world of tomorrow; be- 
hind the scenes of automotive styl- 
ing studios where craftsmen give 
three-dimensional form to the 
dreams of the stylists. Source: Ford. 


Technique for Tomorrow, 25 min., 

b/w, Ford Motor Co. The story of 
a modern industrial revolution— 
automatic control of machinery and 
the mechanical transfer of materials. 
Carried to its ultimate potential, 
“automation” means higher produc- 
tivity with less human effort, and a 
new standard of living for all. 
Source: Ford. 


Thanks for Listening, 30 min., b/w, 

Bell System. The principal char- 
acter gets off to a bad start one 
morning due to poor phone manners. 
In the following sequences his phone 
talks to him, suggesting he assume 
roles ranging from stock clerk to 
boss in his organization to handle 
some of the calls they receive. He 
also handles several difficult calls 
which might be received in various 
other businesses. He sees the im- 
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Motion Pictures Available on Free Loan for Company Showings: 


portance of proper phone usage, 
corrects his ways and begins his 
day in a more pleasant and efficient 
manner. Source: Bell. 


That We Might Live, 28 min., b/w, 

Union Pacific Railroad. Man’s re- 
sponsibility to his fellow man— 
through the practice of safety in 
all phases of his everyday life— 
sets the theme for this safety film 
that explodes its opening on the 
screen with graphic footage on the 
atomic tests. Source: Shell. 


To Enrich Mankind, 22 min., color, 

American Society of Mechanical 
Engineers. A presentation of the 
dramatic story of how mechanical 
engineers helped to develop America. 
Six basic machines used in our tech- 
nology are presented by the old 
master himself, Archimedes, played 
by Gregory Morton, radio, TV and 
screen star. Free loan. Source: Jam 


Handy. 


To Meet the Challenge, 18 min., 

color, General Motors. A film to 
disprove the common conception of 
conditions in a foundry. Shows new 
techniques, time and labor saving 
devices, automatic machines, me- 
chanical cleaning operations. Source: 
General Motors. 


Training Is Good Business, 20 min., 

b/w, Goodyear Tire & Rubber. 
Designed to motivate businessmen 
to embark on a program of con- 
tinuous and systematic training of 
their employees in order to gain 
more efficiency and greater produc- 
tivity. Source: Goodyear. 


Trouble in Paradise, 13 min., color, 

Inst. of Life Insurance. The peo- 
ple of Paradise lived a comfortable 
life with jobs for all. Then a war 
came; they won, but the peace was 
costly . .. prices increased as de- 
mand increased . . . soon the cost 
of living was spiraling upward as 
their new enemy, Inflation, grew 
stronger. How Inflation was stopped 
is forcibly told through animation. 
Source: Assn. Films. 


The True Security, film training kit 

with supplementary reading ma- 
terial, Mutual Benefit Life Insurance 
Co. An eight-meeting session kit of 
motivational and training aids, this 
unit includes the following subject 
titles: The Time Is Now; Team- 
work; Planning; Financial Plan- 
ning; Integrity; Craftsmanship; 
Leadership; Communication; 
Strengthening Management Skills; 
Developing Subordinates. Source: 
Mutual. With free program guide, 
pre-loan explanatory book. 


The Voice of Your Business, 11 min., 

color, Bell System. Animated car- 
toon presents telephone courtesy 
practices in a humorous but effective 
way for executives and employees 
of business organizations. Depicted 
are many of the bad telephone habits 
which cause ill-will and lose orders. 
Source: Bell. 


S4 


We Did It Ourselves, 13% min., 

b/w, Natl. Assn. of Investment 
Companies. How basic freedoms 
keep America strong, with emphasis 
on our freedom to own a “share of 
industry” through investments. 
Traces the growth of the U. S. from 
early agricultural days and demon- 
strates how investments by indi- 
viduals have helped build industries 
—oil, railroads and aviation. Source: 
Assn. Films. 


Where Were You? 28 min., b/w, Ford 

Motor Co. Prepared during 1960 
to meet the demand for information 
on political processes in a Presi- 
dential election; narrated by Joseph 
N. Welch, describes how political 
parties choose candidates, nominate 
through primaries, and campaign 
for elections. Reviews individual’s 
voting, and urges full participation 
and activity in politics at the com- 
munity level where future govern- 
ment policies are born. Source: Ford. 


The World Is Yours, 27 min., color, 

Montgomery Ward & Co, An in- 
ternational trip with the mail order 
house buyers. Visits to the fashion 
salons of Paris and Rome; shows 
how the large company buys from 
small retailers in an Italian village. 
The difference between American 
and other systems of distribution are 
contrasted with exclusive camera 
footage of Moscow’s famous 
“Gumm” department store. Source: 
Assn. Films. 


You Decide, 27 min., color, Ohio Oil 

Co. Using TV quiz show format, 
this documentary shows the kinds of 
questions faced from day to day by 
the sponsoring company’s manage- 
ment. Could be useful to other man- 
agements for public relations to 
familiarize their employees and com- 
munities with company problems. 
The film indicates that the success- 
ful operation of a company is not 
the automatic result of a changeless 
formula. Pat answers are not sup- 
plied, but the importance of mana- 
gerial decisions is underscored. 
Source: Modern. 


Your Money Is What You Make It, 
20 min., color, Natl. Assn. of Man- 
ufacturers. Demonstrates through 
filmed flannel-board instruction tech- 
nique the nature and operation of 
classical inflation—the factors affect- 
ing prices, production and the value 
of the dollar. Reviews inflationary 
periods in the U. S. and Germany. 
Winner of Scholastic Teacher Award. 
With Guide. Source: Natl. Assn. 
Mfrs.—free loan, $1.50 handling. 


Your Share in Tomorrow, 27 min., 

color, New York Stock Exchange. 
The history of the New York Stock 
Exchange and its importance in the 
development of the nation’s economy. 
Shows the operation of the Ex- 
change, the Exchange-investor rela- 
tionship, and how everyone can 
share directly in the world of to- 
morrow. Source: Modern. 


16mm Sound Motion Pictures Available for Rental and Purchase* 


All | Need Is A Conference, 28 min., 

b/w, General Electric. How to 
conduct a more productive confer- 
ence, taking into account the prob- 
lems of the people around the table 
before handling the problems on the 
table. Shows how one conference 
leader leads but doesn’t dictate, gets 
the individuals to work together as 
a group, and proves that meetings 
are not just held . . . they must be 
carefully and efficiently planned and 
conducted. With Leader’s guide. 
Source: Strauss—purchase $165; 
free preview. 


The American Adventure, 13 films, 

12% min. ea., b/w, National Edu- 
cation Program. Titles include: The 
Beginning at Plymouth Colony; Our 
Two Great Documents; The Struc- 
ture of the American Way of Life; 
The Fall of Nations; A Look at 
Socialism; A Look at Communism; 
A Look at Capitalism; America’s 
Distribution of Wealth; Spirit of 
Enterprise; The Secret of American 
Production; The Profit System; Se- 
curity and Freedom; The Responsi- 
bility of American Citizenship. 
Source: NEP—purchase, series $650, 
each $60, 3 or more $50; rental, each 
$2.00 per day. 


Arbitration, 30 min., b/w, Amer. 

Management Assn. Records an 
actual, unrehearsed arbitration ses- 
sion between SKF Industries and 
the United Steelworkers of America. 
Shows how each side in a typical 
dispute presents its case before an 
impartial board of carefully-selected 
arbitrators. Source: Amer. Manage- 
ment Assn,—purchase, $195; rental, 
one day, $30. 


The Atom and Industry, 11 min., 
b/w, Encyclopaedia Britannica. 
Shows how radioisotopes are provid- 
ing new techniques of measurement 
and quality control in a wide variety 
of industries. Indicates how radia- 
tion is becoming a symbol of new 
procedures in factories and labora- 
tories and how workers are learning 
to handle radioactive materials safe- 
ly. Examines the problem of “atomic 
energy for industry.” Source: EBF— 
purchase, $60; rental, 3 days $2.50, 
$.50 ea. day after; plus transporta- 
tion, Free pre-purchase preview. 


The Atom Comes to Town, 29 min., 

color, Chamber of Commerce. 
Story of how our daily living is 
safer, more enjoyable and more in- 
teresting since American business 
and industry have tapped the tre- 
mendous power of the atom for the 
peacetime use of atomic energy. 
Film shows how atomic energy is 
applied to various aspects of living 
—how it has “come to town”—pro- 
viding electric power, used in medi- 
cal research and treatment, food pro- 
duction and production of material 
goods. Source: Chamber of Com- 
merce—purchase, $160, rental, one 
week $15. 


*Many 
source 


Automativn, 84 min., b/w, McGraw- 
Hill Book Co. Presented by 
Edward R. Murrow and Fred W. 
Friendly, co-producers of TV’s See 
It Now; features a range of view- 
points on the potentials of automa- 
tion. Contrasted are views of a union 
worker, a college professor, and a 
business executive. Appearing are 
Prof. Gordon Brown, head of the 
Dept. of Electrical Engineering, 
M. I. T., and Thomas J. Watson, Jr. 
pres. of Internat’l. Business Ma- 
chines. Also a report on automation 
in the automotive, aviation, baking, 
electronics, oil refining, plastics, TV 
and steel industries. A Russian ap- 
plication is shown. Source: McGraw 
—purchase, $295.00 per print. 


The Basic Elements of Production, 

13 min., b/w, Encyclopaedia Bri- 
tannica. Presents a graphic defini- 
tion of each of the four basic ele- 
ments that enter into the production 
of goods and services; natural re- 
sources, labor, capital, and manage- 
ment. Shows what each of these 
elements contributes to the produc- 
tion process. Demonstrates how in 
our economy the increasing use of 
capital has contributed to the attain- 
ment of higher production levels 
than man has ever achieved before. 
Source: EBF—purchase, $75; rental, 
3 days $3, $1 ea. day after; plus 
transportation, Free pre-purchase 
preview. 


The Big Change in World Markets, 

29 min., color, Fortune Magazine. 
A wealth of facts for any business- 
man in, or contemplating entering, 
world trade. A world tour showing 
how and why things are different 
overseas today. Shows how Europe 
made its postwar comeback and the 
effect of this upon trade; the changes 
and growth in industry, on the farm, 
in construction, in marketing. Also 
Latin America, Africa and Asia in 
the patterns of world trade. Source: 
Fortune—purchase $300 (some pre- 
view and short-term loan prints 
available). 


Challenge To America, 25 min., b/w, 

Assn. Natl. Advertisers. Shows 
that Creative Marketing—our unique 
American system of educating peo- 
ple to achieve the better living they 
want and can afford—is the only 
way to move goods in the volume 
necessary to maintain our American 
economy. Source: Assn. Natl. Ad- 
vertisers—purchase $75 plus trans- 
portation; free preview. 


Communication for Safety, set of 4 

films, 16mm motion picture or 
35mm slidefilm, 10 min. ea., Na- 
tional Safety Council. A supervisor 
training series on better supervisor- 
worker communications for safety. 
Titles: Let’s Talk About Safety; 
Take a Talkie-Break; Setting ’Em 
Straight; Let Everybody Help. 
Source: Safety—purchase: 16mm, 
set-$300, each-$82; 35mm, set-$120, 


of these sound films are available directly from producers (see 
listings on page 60). Note special rental terms where applied. 
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Communications for Safety: cont'd. 


each-$33; prices lower on multiple 
purchase; free preview. 


The Communications Casebook, 10 
min, each, b/w. Four short films 
developed to deal with one of man- 
agement’s important problems, effec- 
tive on-the-job communications be- 
tween executives and supervisors 
and their employees. Titles: The 
Case of the Tuned-Out Mind; The 
Case of the Wrong Wave-Length; 
The Case of the Chain Reaction; 
The Case of the Silent Yell. Leader’s 
Guides for four sessions included 
with purchase of set. Source: 
Strauss—purchase $75.00. 


Competition and Big Business, 22 

min., color or b/w, Encyclopaedia 
Britannica. Based on an objective 
analysis of the relationship of big 
business to competition, this film 
defines big business in its proper 
perspective along with other forms 
of enterprise. Analyzes the effect of 
big business on such problems as 
monopoly, entry into the market, 
and technological progress. Source: 
‘“BF—purchase, color $240, b/w 
$120; rental, (color) 3 days $7, $2 
ea. day after, (b/w) 3 days $4.50, 
$1 ea. day after; plus transportation. 
Free pre-purchase preview. 


Devil to Pay, The, 28 min., b/w, 
National Association of Whole- 
salers. The humorous story of what 
happens when wholesalers are elimi- 
nated from our business system. 
Buster (Diabolus) Keaton rockets 
from space to earth and bumbles into 
a national revolt against wholesalers. 
To the tune of an old time piano, 
chaos unfolds across the screen as 
the strike against the middleman 
sweeps the country. Retailers grow 
to hate manufacturers; customers 
grow to hate retailers; one by one 
the headaches multiply, until there 
is the very devil to pay. Source: Natl. 
Assn. of Wholesalers—purchase 
$125, rental $7.50 per showing. 


Distributing America’s Goods, 11 

min., b/w, Encyclopaedia Britan- 
nica. Utilizes animated drawings 
and natural photography to explain 
the cost of distributing America’s 
goods. Considers distribution costs 
of the producer, wholesaler, retailer 
and transporter to show how more 
than fifty percent of each purchase 
dollar goes to pay for distribution. 
Concludes with ways in which dis- 
tributors and consumers can co- 
operate to reduce distribution costs. 
Source: EBF—purchase, $60; rental, 
3 days $2.50, $.50 ea. day after; 
plus transportation. Free pre-pur- 
chase preview. 


Do Higher Wages Cause Higher 
Prices?, 14 min., color, AFL- 
CIO. Union’s answer to business and 
newspaper stories that high wages 
cause higher prices. Professor Owl 
presents facts and figures to ques- 
tions raised by Businessman Fox 
about the cause of price inflation and 
the general economic situation. 
Shows relationship between wage 
costs and other costs and the final 
price of a product. Source: AFL-CIO 
—purchase $80; rental $2 one day. 
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The Dynamic American City, 26 
min., color, U. S. Chamber of Com- 
merce. The story of the changes 
taking place in American cities— 
the horsedrawn cart gives way to 
motorization and slums surrender to 
wreckers’ hammers for moderniza- 
tion. Reason for congestion, blight 
and trends of central business dis- 
tricts shown. What is being done in 
many cities to fight deterioration 
through local initiative is pictured. 
Source: Chamber of Commerce— 
purchase, $150.00; rental, $15.00 per 
week (rental fee applicable to pur- 
chase price within two weeks). 


The Engineering of Agreement, 22 
min., color, Roundtable Produc- 
tions. Before and after views of 
situations in interpersonal communi- 
cations showing the success of three 
basic techniques: open questions, 
rephrasing what the other person 
has said, and directive questions. 
Followed by trailer presenting ten 
open-end statement situations for 
on-the-spot practice by viewers. 
Study guides, manuals. Source: 
Roundtable—purchase, $240 color, 
$140 b/w; free 5-day preview before 
purchase; rental $25 per week. 


Everybody Knows, 15 min., color, 

U. S. Chamber of Commerce. 
Analyzing the recession paradox of 
higher prices and widespread un- 
employment, this film says that 
higher wages without increased pro- 
ductivity and sales beget higher 
prices; the inflation of prices with- 
out product improvement causes 
buyer resistance and business fail- 
ure. These points are made in the 
experience of Bill Richards who tries 
to learn why he lost his job, why the 
factory closed. Source: Chamber of 
Commerce—rental; 3 days $5, one 
week $10. 


The Eye of The Beholder, 25 min., 

b/w, Stuart Reynolds Productions. 
An intriguing film on the problems 
of perception and projection. Useful 
in various levels of training pro- 
grams, from over-view courses for 
new supervisors to “depth” pro- 
grams in sensitivity; helpful in cre- 
ating discussion of the importance 
of self-awareness in judging others. 
Shows the need for hearing the 
stories of all involved in an incident 
before final decisions. With leader’s 
guide. Source: Reynolds—purchase, 
$175; rental, $25 per week. 


Farewell to Birdie McKeever, 25 

min., b/w, Stuart Reynolds Pro- 
ductions. A light, entertaining story 
about a receptionist and her em- 
ployers. Underneath the humor is a 
provocative situation which raises 
significant questions about employer- 
employee relationships and the 
whole area of understanding (and 
misunderstanding) and communica- 
tions between people. Ideal for stim- 
ulating valuable discussion. “With 
discussion leader’s guide. Source: 
Reynolds—purchase, $150; rental, 
$25 per week. 


*Source Addresses (keyed to titles 
above) are provided on page 60 of 
this Film Guide section. Note rent 
and purchase terms and limitations. 
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16mm Sound Motion Pictures Available for Rental and Purchase* 


Fourth Battle of Winchester, 17 

min., b/w, United Rubberworkers, 
AFL-CIO. Story of workers on strike 
in Virginia to win acceptance of a 
contract to insure better conditions 
on their job and better living stand- 
ards for themselves and their fami- 
lies. Shown as an example of Taft- 
Hartley Act in action against a 
union. Source: AFL-ClO—purchase 
$50; rental $2.50 one day. 


Fresh Laid Plans, 10 min., color, 

Natl. Education Program. Discus- 
ses the effects of wage and price 
controls and rationing on the eco- 
nomic life of a community called 
Eggville. Source: NEP—purchase, 
$125; rental, one day, $1. 


Getting What You’re After, 6 min., 

b/w, Natl. Film Board of Canada. 
Invites discussion of whether, in 
business competition, one’s stand- 
ards of fair play should be lowered. 
Of two girls who seek the saine job, 
one has already applied for the 
position and is reasonably sure of 
getting it, but she lessens her 
chances by telling the other girl that 
applications are still being accepted. 
A third girl questions the first’s 
“softness,” and the audience is asked 
to judge. Source: McGraw—purchase 
$40. 


Going Places, 10 min., color, Natl. 

Education Program. A_ cartoon 
lesson in economics, explaining the 
profit motive as the dynamo of 
American progress. Tells the life 
story of a soap manufacturing com- 
pany, and its growth through the 
plowing back of profits and invest- 
ment. Explains its worth to com- 
munity, state and nation through 
creation of jobs, the manufacture of 
a better product at lower cost, and 
financing of agencies of government 
with taxes it pays. Source: NEP— 
purchase $125; rental $2 per show- 
ing plus postage. 


How Good Is a Good Guy?, 21 min., 


color or b/w, Roundtable Prod. 
Sets up three problems in which the 
“good guy” fails to live up to his 
role as leader; depicts through re- 
enactment how these failings can be 
turned into successes by understand- 
ing and fortitude. The need for “ac- 
ceptance” and approval makes the 
supervisor or manager pre-occupied 
with the feelings of the men under 


him, and can turn him into an in- 
effectual “good guy.” Source: Round- 
table—purchase, color $240, b/w 
$140; 5-day preview with intent to 
purchase; rental, $25 per week. 


Imagination at Work, 22 min., b/w, 

or color, Roundtable Prod. Aimed 
at encouraging creative thinking in 
management development and sales 
training, the film is used to stimu- 
late the flow of new ideas and to 
develop an atmosphere in which cre- 
ative abilities are recognized and en- 
couraged. Presentation and discus- 
sion of four factors psychological 
research has shown contribute to 
creative ability: sensitivity, fluency, 
flexibility and originality. Source: 
Roundtable—purchase, b/w $140.00, 
color $240.00; free 5-day preview; 
rental $25 per week. 


Industrial Management Series, 10 

min. ea., ten 16mm _ sound, b/w 
films, McGraw-Hill. Ten films deal- 
ing with important aspects of mod- 
ern industrial organization and man- 
agement. Correlated with the book 
Industrial Organizational Manage- 
ment by Bethel, Atwater, Stackman 
and Smith. Titles: Internal Organi- 
zation; Job Evaluation; Materials 
Control; Methods Analysis; Physi- 
cal Facilities; Product Development; 
Production Control, Parts 1 & 2; 
Quality Control; Risk and Forecast- 
ing. Source: McGraw—purchase. $70 
each. Follow-up slidefilm available 
for each film at $5 apiece. 


Industrial Research—Key to Jobs 

and Progress, 14 min., b/w, Natl. 
Assn. of Manufacturers. Describes a 
variety of research developments 
and the contribution of research in 
increasing employment and provid- 
ing a dynamic economy. Source: 
Natl. Assn. Mfrs.—purchase, $35; 
rental, one day $1.50. 


Industry’s Decisive Decade, 15 min., 

color, Fortune Magazine. A mar- 
ket analysis of the 10 vears’ outlook 
of industrial goods and services (as 
distinct from consumer goods). An- 
swers cuestions: Will present high 
level of industrial sales be main- 
tained? How “depression-proof” is 
our economy? ete. Views marketing 
opportunities for industrial pro- 
ducers in long-range plans of con- 
sumer goods manufacturers. Source: 
Fortune—three-year lease, $275.00 
(some preview and one-time loan 
prints available). 


_The Inner Man Steps Out, 28 min., 


color. The story of Jerry, a super- 
visor, who has trouble getting along 
with others and himself. He is seen 
in actual problem situations with 
his family, the people he supervises, 
and with his boss. Animation shows 
how at least two “inner men” exist 
inside everyone, representing the 
need for security and importance. 
A third “inner man” helps Jerry 
realize his own lack of understand- 
ing of the feelings and needs of 
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FILMS FOR MANAGEMENT: 





The Inner Man: continued 


Trainer’s Guide in- 
Source: Strauss—purchase 


other people. 
cluded. 
$89.00. 


It’s Everybody's Business, 22 min., 

color, U. S. Chamber of Com- 
merce; E. Il. du Pont de Nemours & 
Co., Inc. Animated cartoon illustrat- 
ing how freedoms guaranteed by our 
constitution have enabled American 
business and labor to outproduce 
the world. Helps correct general 
misunderstandings about business by 
explaining how profits and individ- 
ual investments help create jobs; 
how competition keeps prices down, 
value high; how advertising creates 
demand and continued supply; how 
govt. should function in a free econ- 
omy to everyone’s best interest. 
Source: Chamber of Commerce— 
purchase, $130; rental, $15 per 
month or less. 


it’s Only the Beginning, 10 min., 

color, National Education Pro- 
gram. The tremendous cost of in- 
dustrial research and its importance 
to progress are among the basic 
points emphasized. The source of 
funds with which such research is 
financed is traced directly to profits, 
and the importance of industrial 
profits to the future welfare of John 
Q. Citizen is presented in an inter- 
esting and understandable manner. 
Source: NEP—purchase, $125; rent- 
al $2 per showing plus postage. 


Labor and Management Series, five 

films, 16mm sound b/w, National 
Film Board of Canada. A significant 
series of films for labor and man- 
agement; individual titles, lengths 
and prices: Date of Birth (16 min., 
$80); The Grievance (30 i 
$155); Men At Work (27 
$145); Shop Steward (22 min., 
$120); Strike in Town (28 min., 
$150). Seurce: MeGraw—purchase 
prices listed. 


Lock and Tag, 23 min., color, E. I. 
duPont & Atomic Energy Comm. 
Explains that when equipment is 
being repaired, energy used to oper- 
ate that equipment must be isolated 
from it and shows the isolation pro- 
cedure. Justifies a mechanic’s intense 
personal interest in his plant’s lock 
and tag procedure. Source: Calvin— 
purchase $156 or free loan. 


Loose Screws at the Screwball Ma- 

chine Works, 15 min., color. “Too 
busy to be efficient,” Foreman Char- 
ley’s desk and office are a mess; 
continual interruptions bungle a 
meeting on costs, waste and spoil- 
age. Charley discovers that his job 
is running him. Source: Mogensen— 
purchase, $85. 


The Magic Key, 20 min., color, 

Raphael G. Wolff Studios, Inc. 
Shows the development of advertis- 
ing from ancient to modern times, 
then illustrates the relationship of 
American industries’ growth to ad- 
vertising. It delves deeply into spe- 
cifies of the media which focus the 
wares and ideas of manufacturers 
into the distributor and salesman. 
Source: Wolff—purchase, $200; rent- 
al, $10; plus shipping charges. 


Maintaining Good Working Condi- 

tions, 9 min., b/w, U. S. Office of 
Education. Explains the role of the 
supervisor in maintaining a safe, 
well-running shop. Topics include 
safety, lighting, heat, ventilation, 
relationship with workers, and un- 
derstanding of the workers’ prob- 
lems. Poor supervision and its re- 
sults are dramatically portrayed. 
Source: A-V Center—rental, one day 
$2; one week $6. 


Maintaining Quality Standards, 10 

min., b/w, U. S. Office of Educa- 
tion. Indicates the extent to which 
maintaining quality standards in a 
factory is a problem of supervision. 
Demonstrates the need for proper 
training, proper tools, and matching 
the right man with the right job. 
Emphasizes the fact that the em- 
ployee who understands the impor- 
tance of his operation and is proud 
of his job is a more reliable worker 
than one who lacks such under- 
standing and motivation. Source: 
A-V Center—rental, one day $2; 
one week $6. 


Maintaining Workers’ Interest, 10 

min., b/w, U. S. Office of Educa- 
tion. Characterizes workers’ interest 
as one of the most powerful spurs 
to production. Points out the re- 
sponsibility of the factory supervisor 
to note all signs of lagging interest 
and to take immediate steps to pro- 
vide remedies. Resourceful super- 
visors are shown solving problems 
of this type, and the principles 
which they use are discussed. 
Source: A-V Center—rental, one 
day $2; one week $6. 


Marketing in Mexico, 20 min., color, 

John Fayerweather. The problems 
and methods of marketing in a 
foreign country using Mexico as an 
example. Describes the way of life 
of each economic class, buying psy- 
chology, buying practices, distribu- 
tion channels, advertising, and prob- 
lems of marketing policy. Source: 
A-V Center—rental, one day $5.75; 
one week $17.25. 


Meet King Joe—The American 

Working Man, 10 min., color, Natl. 
Education Program. Cartoon show- 
ing how benefits of the American 
private enterprise system are 
brought right down into the daily 
life of the working man and his 
family. With the highest standard of 
living, higher take-home pay and 
shorter hours than any working man 
in any country in the world, the 
American workman may well be 


called “King Joe.” Source: NEP— 
purchase $125; rental $2 per show- 
ing plus postage. 


Men At Work, 27 min., b/w, Natl. 
Film Board of Canada. Filmed in 
a washing-machine factory; shows 
what happens from the human rela- 
tions point of view when a speeded- 
up conveyor system and a clash of 
temperaments disrupt the men 
working on the assembly line. 
Source: McGraw—purchase $145. 


A Message To No One, 25 min., 

color, Champion Paper and Fibre 
Co. On the importance of listening. 
Tells of people who listen to each 
other, and don’t listen—who try to 
iisten, and try not to listen. Some- 
times they listen only to themselves. 
The story tells of the many ways to 
listen, and that the listening that 
people do can greatly affect their 
lives. Good ‘discussion stimulator. 
With discussion guide. Source: 
Champion—purchase $200, or free 
five-day loan. 


More Than Words, 14 min., color. 

Outlines the basic principles, tech- 
niques and methods of good com- 
munications in handling problems of 
interpersonal communications and in 
dealing with its goals, its effects, its 
barriers, the responsibilities of the 
“sender” and “receiver,” and the 
audience-tailored message. Anima- 
tion and live action translate princi- 
ples into specifics to improve the 
communications of salesmen, super- 
visors, trainers, managers. With 
training guide, study manual. 
Source: Strauss—purchase, $185; 
preview charge, $17.50. 


Motion Study On the Job, 25 min., 

b/w, lowa University. Examines 
in detail work methods of twelve 
jobs, ranging from punch press oper- 
ation in a factory to a slipsheeting 
job in connection with an office du- 
plicator. Shows how production was 
increased in each case by the appli- 
cation of method-improvement tech- 
niques. Source: Iowa U.—purchase 
$75; rental $4 one day. 


Nature of Work Series, six films, 27 

min. ea., b/w, National Film 
Board of Canada. A new series, 
showing and explaining how the 
individual reacts to the demands 
made upon him by his job. Titles: 
The Clerk; The Department Man- 
ager; The General Foreman; The 
Man on the Assembly Line; The 
Skilled Worker; The Vice President. 
Source: McGraw—purchase, $135 ea. 


Office Courtesy—Meeting the Public, 

12 min., color or b/w, Encyclo- 
paedia Britannica. Dramatizes tech- 
niques for office workers in meeting 
and working with persons outside 
the company, face to face and over 
the telephone. Emphasizes the im- 
portance of courtesy and thoughtful- 
ness and reveals how the employee’s 
attitude may, without his realizing 
it, have considerable effect on his 
company’s success, Source: EBF— 
purchase, color $120, b/w $60; rental, 
(color) 3 days $4, $1 ea. day after, 
(b/w) 3 days $2.50, $.50 ea. day 
after; plus transportation. Free pre- 
purchase preview. 


16MM MOTION PICTURES 
for Rental and Purchase* 





Office Supervisors’ 

films, 6-8 min. ea, b/w or 
color, McGraw-Hill. Each film vi- 
gnette dramatizes a typical problem 
involving the supervisor and the 
people under him, ending with a 
“kick-off” question to stimulate 
analytical discussion of the problem. 
Titles: The Follow-Through; The 


Problems, six 


Grapevine; How Much Cooperation; 
In the Middle; Promotion By-Pass; 
The Bright Young Newcomer. Each 
with Leader’s manual. Source: Mc- 
Graw—purchase: color, set-$675, 
ea.-$125: b/w, set-$350, ea.-$65. 


Office Teamwork, 12 min., b/w, En- 

cyclopaedia Britannica. Illustrates 
the importance of cooperation among 
the members of a business organiza- 
tion. Dramatizes representative of- 
fice situations in which teamwork 
is extremely important, and reveals 
the effects of various employee at- 
titudes on company morale and busi- 
ness, Source: EBF—purchase, $60; 
rental, 3 days $2.50, $.50 each day 
after; plus transportation. Free pre- 
purchase preview. 


Opportunities Unlimited, 18 min., 

color, Life and Fortune Maga- 
zines. Points out to manufacturers, 
processors and retailers of consumer 
goods that increasing population 
means increasing demand. Because 
goods resulting from enormous pro- 
ductive capacity must be sold, the 
key to continuing prosperity be- 
comes marketing. Available in two 
forms—consumer goods viewpoint 
and industrial goods _ viewpoint. 
Source: Fortune—purchase, $275.00 
(some preview and one-time loan 
prints available). 


Pattern for Instruction, 21 min., 

b/w or color, Roundtable Prod. 
A basic approach to job instruction 
techniques, designed to help both 
new and experienced supervisors in 
industry. Illustrated with football 
training scenes suggesting that 
supervisors are “coaches” and em- 
ployees their “team” for better 
understanding. Outlines the 4-step 
method of instruction: Prepare, Pre- 
sent, Try-Out Performance and Fol- 
low-Up. Source: Roundtable—pur- 
chase, b/w $140, color $240; free 5- 
day preview; rental $25 per week. 


People, Products and Progress: 1975, 

28 min., color, U. S. Chamber of 
Commerce. Depicts the world of 
tomorrow for industry, transporta- 
tion, business, and the householder. 
Artwork shows the new devices 
which will speed work, create greater 
leisure and better living for all. 
A testimonial to the imagination 
and productive power that come 
from America’s free enterprise sys- 
tem. Source: Chamber of Commerce 
—purchase, $125; rental $15 per 
week or less. 


*Source Addresses (keyed to titles 
shown) are provided on page 60 of 
this Film Guide section. Note rent 
and purchase terms and limitations. 
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for Rental and Purchase 





Person to Person Communication, 14 

min., color or b/w, Roundtable 
Prod. Designed to improve our abili- 
ties to listen, to communicate with 
and to understand others. Analyzes 
the major barriers to understanding, 
and demonstrates specific, practical 
methods for overcoming these bar- 
riers. Source: Roundtable—purchase, 
b/w $100, color $200. Set of 25 par- 
ticipant’s manuals, $27.50. Free five- 
day pre-purchase preview; rental $25 
per week. 


Personnel Management Series, five 

16mm films, b/w, McGraw-Hill. 
Five important aspects of personnel 
management in sequences that illus- 
trate actual situations in industry. 
Correlated with the book Personnel 
Management by Scott, Clothier and 
Spriegel. Titles: Communications 
(12 min., $75); Employment Inter- 
view (11 min., $70); Grievance 
Hearing (15 min., $85) ; Job Evalua- 
tion and Merit Rating (13 min., 
$75); Supervisory Conferences (14 
min., $80). Source: McGraw—pur- 
chase, prices listed. Follow-up slide- 
film available for each film, $5 
apiece. 


Placing the Right Man on the Job, 

10 min., b/w, U. S. Office of Edu- 
cation. Discusses the problem of how 
to select the proper person for a 
job. Maintains that there are hidden 
skills and defects that interviews 
and records do not disclose and ad- 
vises the supervisor to be on the 
alert for signals and hints of them. 
Explains that time, money and effort 
can be saved, and more work ac- 
complished if the right man is 
selected for a position. Source: A-V 
Center—rental, one day $2; one 
week $6. 


Plant Supervisors’ Problems Series, 

six 16mm films, color, McGraw- 
Hill. Dramatizations of case prob- 
lems based on material furnished by 
the Education & Training Dept. of 
the Aluminum Company of America. 
Titles: Delegating Work (9 min.); 
Enforcing Rules and Procedures (9 
min.); The Trouble With Women (7 
min.); Personality Conflict (7 
min.); The Hidden Grievance (7 
min.); The Personal Problem (6 
min.). Discussion Leader’s Guide 
available. Source: McGraw—pur- 
chase: color, set-$675, each-$125; 
b/w, set-$350, each-$65. 


Productivity—Key to Plenty, 21 

min., b/w, Encyclopaedia Britan- 
nica. Explains how America has at- 
tained the world’s highest standard 
of living because we have developed 
and learned to use machines, which 
have enabled us to achieve a tre- 
mendous capacity for production. 
Warns that continued prosperity 
depends on our uninterrupted tech- 
nological progress and our full use 
of the basic sources of power. 
Source: EBF—purchase, $120; rent- 
al 3 days $4.50, $1 each day after; 
plus transportation. Free pre-pur- 
chase preview. 
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Profit System, 13 min., b/w, Natl. 

Education Program. Examines the 
American profit system, and shows 
that profits, although much smaller 
than people generally believe, make 
possible a continuing stream of tech- 
nological advances and new and bet- 
ter products which contribute to our 
rising living standards. Source: NEP 
—purchase, $60; rental, $2, one day. 


Profit Through Industrial Design, 17 

min., color, Amansco. Explains in- 
dustrial design as a management 
tool that helps solve the problems 
of economical production, selling the 
product, and keeping ahead of com- 
petition. Source: Amansco—pur- 
chase, $241.50; rental, one day 
$17.25. 


Projecting Progress in the Sizzling 

Sixties, 8 min., color, Swift & Co. 
Photos, graphs and animation tell 
of America’s growing population, in- 
creased industrial productivity and 
a predicted steady rise in more 
evenly distributed personal incomes. 
Facts and figures on our future 
population by 1965 and 1970, and 
what will be needed to provide for 
it. Explains the growing market 
potentials and gives a challenge to 
productivity. Seurce: Wilding—pur- 
chase, $75. Three-day preview prior 
to purchase, available to companies, 
trade groups only on letterhead re- 
quest. 


Prosperity for All, 28 min., b/w, 

United Auto Workers. The testi- 
mony of UAW Pres. Walter Reuther 
before the Kefauver Committee on 
administered prices in the auto- 
mobile industry. Contrasts principles 
of the union’s 1958 collective bar- 
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Prosperity for All: continued 


gaining program and its potential 
for economic good with facts on 
price gouging and profits of giant 
corporation. Source: U.A.W.—rental 
$3 one day; write for purchase price. 


Safety In The Shop, 10 min., b/w, 
U. S. Office of Education. De- 
scribes several machine shop acci- 
dents and poses, for group discus- 
sion, the question, “Where did the 
cause of accident lie?” Suggests that 
some causes may be traced to the 
worker who disregards safety pre- 
cautions because of familiarity with 
his machine, others to the training 
given the worker, and some to poor 
supervision. Source: A-V Center— 
rental, one day $2; one week $6. 


Secret of American Production, 13 

min., b/w, Natl. Education Pro- 
gram. Explains the five elements in 
the American production mechanism: 
freedom to work, to dream, to com- 
pete, to advance, to invest. Shows 
how this production mechanism has 
activated the American system to 
produce results better than any 
other economic system thus far de 
vised. Source: NEP—purchase $60; 
rental, one day, $2. 


The “Snowball” Conference, 12 min., 

color, Allan H,. Mogensen. An ex- 
ample of the redundant executive 
who wastes conference time by poor 
planning; his conference rambles 
downhill gathering new members as 
it goes but gets nowhere. For con- 
trast, the film shows the correct way 
to call a conference. Source: Mogen- 
sen—purchase, $95; rental, $6 per 


week. 


The Story of Creative Capital, 14 

min., color, U. S. Chamber of 
Commerce and E. I. du Pont de 
Nemours & Inc. A whimsical 
story in semi-animation explains 
and interprets the origin, function 
and significance of capital invest- 
ments in our economy. Alf the Elf 
brews a magic sleeping potion for 
those who want to get away from 
the hectic modern world; Rick Van 
Winkle wants some because he feels 
he doesn’t fit in this world of “high 
finance,” until Alf explains to hiro 
individual capital investment. 
Source: Chamber of Commerce— 
purchase $110; rental $15 per month. 


Co., 


The Strangest Secret, 30 min., color, 

Nightingale-Conant Corp. A moti- 
vational and inspirational film for 
supervisory personnel, sales people 
and any other general group. A 
condensed version of Earl Nightin- 
gale’s famous address given every 
year to groups across the country. 
Source: Nightingale—purchase, 
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16mm Sound Motion Pictures Available for Rental and Purchase* 


Telephone Technique, 9 min., b/w or 

color, Crawley Films, Ltd. General 
telephone manners, knowledge of 
stock, correct names and addresses 
and importance of descriptive vocab- 
ulary when speaking of merchan- 
dise. Source: International Film— 
purchase, color-$90, b/w-$45; rental, 
$4.50 a day, $9 a week. 


Through the Mirror, 27 min., b/w, 

Jam Handy Organization. Demon- 
strates how a salesman may appear 
to best advantage in the eyes of a 
prospective customer. The film is 
designed and tested for classes in 
business education, distributive edu- 
eation, vocational guidance, and 
adult education; helps instructors to 
demonstrate the fundamentals of 
good selling techniques. Source: Jam 
Handy—purchase $145; rental, $25 
first week, $15 second week, $10 each 
week thereafter. 


Two Way Street, 14 min., b/w, U. S. 

Rubber Co. The importance of 
foreign trade to American life. Ex- 
plains that, in order to maintain 
sound foreign business relations, 
U. S. must buy foreign goods to sup- 
ply other nations with the purchas- 
ing power to buy U. S. goods. 
Source: A-V Center—rental, one day 
$1.50; one week $4.50. 


Using Visual Aids in Training, 14 

min., b/w, U. S. Office of Educa- 
tion, States that there is no set way 
for an instructor to use films in 
training people; the procedure must 
be planned in terms of the problem. 
Suggests that the instructor follow 
these general rules: preview films; 
know why he is using them; make 
sure that the trainees know why 
they are using them; follow through. 
Source: A-V Center—rental, one day 
$2; one week $6. 
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What Is a Chamber of Commerce?, 

21 min., color, Chamber of Com- 
merce. The question is posed to a 
variety of typical people: a house- 
wife, a businessman, a young couple, 
a milkman, a mother. Each has only 
part of the whole answer. Arch N. 
Booth, Exec. Vice President of the 
C. of C. of the U. S., explains the 
many activities of the local Chamber 
of Commerce. Film points out the 
Chamber’s purpose, and the import- 
ance of organized, volunteer busi- 
ness leadership in a program of com- 
munity betterment. Source: Chamber 
of Commerce—purchase, $80; rental, 
one week $10. 


Why Play Leapfrog With Living 

Costs?, 10 min., color, National 
Education Program. Explains how 
our wages affect the prices we pay 
and how we can make the American 
free enterprise system produce a 
progressively better standard of liv- 
ing. How wage raises without in- 
creased productivity force prices 
higher—hence making wages and 
prices play leapfrog. Source: NEP— 
purchase $125; rental $2 per show- 
ing plus postage. 


Work Simplification in the Office, 

31 min., b/w, U. S. Army. Dis- 
cusses the improvement of the pro- 
cedures in the office and the impor- 
tance of applying principles of time 
and motion study to attain this end. 
Source: A-V Center——rental, one day 
$3.50; one week $10.50. 


Working Together—A Case History 

in Labor-Management Coopera- 
tion, 24 min., b/w, Encyclopaedia 
Britannica. Portrays how workers 
and management in an American 
industrial plant learned from hard 
experience that working together 
pays. Source: EBF—purchase, $120; 
rental, 3 days $4.50, $1 ea. day after; 
plus transportation. Free pre-pur- 
chase preview. 


The “Yes-Man” Conference, 12 min., 
color, Allan H. Mogensen. A caus- 
tic showup of the “tell ’em” boss 
who monopolizes his staff meetings 
so only his yes-men participate .. . 
he figures they are the only bright 
ones on his team. Later, the boss 
realizes that he’s not getting the full 
benefit of the organization’s brain 
power, and starts using the staff’s 
talents. Source: Mogensen—pur- 
chase, $95; rental, $6 per week. 


You Are There at the Bargaining 

Table, 50 min., b/w, American 
Management Assn. From a closed- 
circuit telecast, this is an un- 
rehearsed session of new-contract 
negotiations between Rogers Corp. 
officials and representatives of the 
Internat’l Brotherhood of Paper 


Makers (AFL); with conference kit. 
Source: Amer. Management Assn.— 
purchase $185. 


$250; rental, $50 per showing. motion pictures, sot 


theatrical shorts, TV con 


Strike in Town, 28 min, b/w, Natl. 
Film Bd. of Canada. Depicts 
events leading to a deadlock in ne- 
gotiations between the management 
and employees of a furniture factory 
in a small one-industry town. Shows 
the normal processes of collective 
bargaining common to Canadian in- 
dustry today and how they affect a 
union, a company and a community. 
Source: McGraw—purchase $150. 
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*Notes on Film Sources 


& These selections provide a use- 
ful cross-section of excellent films 
reviewed in BUSINESS SCREEN and 
culled by our Editors. For prompt 
service order from source nearest 
you; consult the address list on page 
60 and note rental or purchase terms 
where they apply. 
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Sound Slidefilm Programs 


Available on Free Loan 





The Future of America, 25 min., ssf, 

color or b/w, Assn. Natl. Adver- 
tisers. A positive answer to counter- 
act negative or discouraged thinking 
about America’s future, with a 
factual presentation on the tremen- 
dous changes taking place in the 
country and the great needs which 
are resulting from these changes. 
Source: Assn. Natl. Advertisers— 
free loan, 


Management Development Program, 
15 min., ssf, color, McKesson & 
Robbins, Inc. A presentation to man- 
agement of the principles of man- 
agement development and a descrip- 
tion of the personnel tools used to 
carry it out. Source: McKesson. 


People Are Our Business, ssf, Health 

Insurance Institute. A communica- 
tions tool to bring home to insurance 
company management the vital im- 
portance of public relations. Shows 
how unfavorable attitudes are 
formed, what can be done to improve 
them, and why everyone in the 
health insurance field shares the re- 
sponsibility for shaping individual 
and community feeling about this 
business and its public service goals. 
With discussion guide. Source: 
Health Insurance Inst. 





Sound Slidefilm Programs 


You Can Rent or Buy 





Communism On the Map, ssf, color, 

60 min., National Education Pro- 
gram. Traces the expansion of in- 
ternational Communism and the Red 
plan for conquest. The full documen- 
tation of every move, every takeover 
by the Soviets, is presented in dra- 
matic sequence. Activities of the 
United States which unwittingly 
aided the Communists at some im- 
portant steps along the way are 
also documented. Source: NEP—pur- 
chase $42.50; $5 preview charge de- 
ductible. 


Examining the Will to Work, 14 
min., color sound slidefilm. Helps 
explain some of the most recent 
findings of management specialists 
on how people can be motivated to 
increase job performance and job 
satisfaction. Approaching the prob- 
lem from the supervisor’s viewpoint, 
the film covers many factors of 
human-relations skills of leadership; 
analyzing how men feel about their 
jobs, the group they work with, 
their immediate supervisor. Trainer’s 
Guide accompanies film. Source: 
Strauss—purchase, $75.00. 


How to Take Guesswork Out of 

Hiring, 12 ssf, color, Dartnell 
Corp. Prepared from techniques pre- 
sented by Dr. Robt. N. MeMurry and 
staff at Dartnell Executive Confer- 
ences on Personnel Selection. For 
executives who may be called upon 
to hire salesmen or other employees; 
for orientation to a uniform selec- 
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tion procedure. Each step from pre- 
liminary screening to advanced pat- 
terned interview procedures is clear- 
ly demonstrated. Source: Dartnell— 
purthase, $475 complete with work- 
books, plus shipping; 5-day preview 
(4 slidefilms) $15. 


Operations Research, set of 3 ssf, 

color, American Management 
Assn. A 3-part comprehensive, non- 
technical guide to this scientific and 
analytical approach to  problem- 
solving. Explanation of O. R.’s aims 
and techniques, as well as specific 
applications of O. R. to both every- 
day and long-range business prob- 
lems. Titles: O. R.—What It Is; 
O. R.—How It Works; Scope and 
Limitations. With discussion guide. 
Source: Amer. Management Assn.— 
purchase, $110; AMA members $85. 


Product Pioneering, ssf, color, Amer- 

ican Management Assn. An intro- 
duction to methods of organizing 
and administering a successful new- 
product program, Offers an over-all 
view of the operations involved in 
developing new products, and gives 
research, engineering, sales and 
manufacturing personnel practical 
answers to basic questions of new- 
product development. Also em- 
phasizes management principles de- 
veloped in over 100 corporations 
with unusually effective develop- 
ment programs. With discussion 
guide. Source: Amer. Management 
Assn.—purchase, $135; AMA mem- 
bers, $95. 


Supervisory Problems in the Office 

Series, ssf, color, McGraw-Hill 
Bk. Co. Two sets of six productions 
each dealing with various problems 
of supervising office employees. 
Each dramatizes a human relations 
problem of the type which can dis- 
rupt offices and ends with a question 
meant to promote discussion. Titles, 
Set I: Understanding Employee 
Viewpoint; Error-Correction Talk; 
Motivating the Long-Service Em- 
ployee; Orientation and Induction; 
Combating Job Monotony; Excessive 
Supervision, Titles, Set Il: The Cor- 
rective Guidance Talk; Developing 
Team Spirit; Easing a Disappoint- 
ment; Making Compliments Count; 
Overcoming Resistance to New 
Methods; Rating Employee Perform- 
ance. Source: McGraw—purchase, 
Set I, $80; Set II, $125. 


Supervisory Problems in the Plant 

Series, 6 ssf, 6-8 min. ea., b/w, 
McGraw-Hill Co. Case studies of 
problems in human relations, de- 
signed for industrial management; 
end with discussion questions. Titles 
—The Cases of ... The Quick 
Turnover (Induction and Orienta- 
tion); Ben’s Problem Workers 
(Leadership); Tim’s Three Choices 
(Leadership); The Absent Clerk 
(Counseling); The Reddened Eyes 
(Complaints); The Reluctant Elec- 
trician (Discipline). With Guide. 
Source: McGraw—purchase, set $80. 


Supervisor Training on Human Re- 
lations, 8 ssf, 15 min. ea., b/w, | 

Rocket Pictures, Inc. Basic course | 

fits any organization to forge man- | 


(CONTINUED ON THE NEXT PAGE) 
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LaBelle Combines Film-strip and Tape in the 


“Tutor” Automatic Audio-Visual Projector 


Introduces a New Dimension for Creative Imagination! 


Think of it—no records to break, 
change, jump, wear out or cause 
accidental tripping of the picture 
change due to similar frequencies 
on the recording. Think of it—no 
tape threading . . . simply slide in 
cartridge and go. The story un- 
folds continuously and automati- 
cally . . . the story you so proudly 
produced is presented with bril- 
liant pictures—high fidelity sound 
—fully automatic. 

Unleash your bold new ideas 
for punch and drama. Sequence 
shots add animated action, charts 
built up in separate scenes save 
the punch picture for the punch 
line. The silent signal on a separate 
track on the tape commands a new 
picture to appear . . . always in 
perfect synchronization to the 
sound, 

No longer is “Costs too much!” 
a deterrent. Now this type of live, 
actionized-projection program can 
be made to meet the most restric- 


ie ° 
LaBelle “Tutor” with cartridge— 
also in reel type tape 


tive budget. No longer is “Not 
ready yet!” a valid reason for de- 
lay. Now story and pictures can 
be brought up to the minute and 
inexpensively at that, whether 
there’s a new addition being plan- 
ned, or a new executive starting 
soon, Or a new product going to 
be introduced, or a change in 
packaging or design planned. 
See and hear a LaBelle “Tutor” 
get the facts—arrange for 
demonstration. Write to LaBelle 
Industries, Inc., Dept. B, Ocono- 
mowoc, Wisconsin. (Adv.) 
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Supervisor Training: continued 


agement personnel into a more effec- 
tive team, to develop leadership at 
all levels of responsibility. Designed 
for eight 2-hour planned confer- 
ences. With leader’s manual, 
follow-up material. Titles: The 
Supervisor's Job; Interpreting Com- 
pany Policies; The Supervisor as a 
Representative of Management; In- 
duction and Job Instruction; Han- 
dling Grievances; Maintaining Dis- 
cipline; Promotions, Transfers and 
Training for Responsibility; Pro- 
moting Cooperation. Source: Better 
Selling Bureau—purchase, set $320; 
single titles $60. 


You and Labor Law, 33 min., color, 

ssf. Employers Labor Relations 
Information Committee. An exposi- 
tion in two parts: 1) History and 
Development of Labor Law; 2) How 
Landrum-Griffin Changes Our Basic 
Labor Laws—interpretations. Traces 
the evolution of labor law philosophy 
and principles; labor legislation; 
shows growth in size and power of 
the unions. Source: Employers—pur- 
chase: set $40 (parts I & II, L. P. 
records); each, Part I-$20, Part 
I1-$25. 


Your Attitude Is Showing, ssf, 47 
frames, ICR Corporation. A train- 
ing program to combat employees’ 
negative attitudes that result in lost 
production, poor sales, low employee 
morale and absenteeism. Shows what 
negative attitudes are and how to 
turn them into positive ones. With 
leader’s guide, aids, and 
follow-through. Source: ICR 
complete program. 


planned 


$79.50, 





SOURCE LIST 


of Free Loan Subjects 





Assn. Films—<Association Films, 
Inc., Four Offices: Broad at Elm, 
Ridgefield, N. J.; 561 Hillgrove Ave., 
La Grange, Ill.; 1108 Jackson St., 
Dallas 2, Texas; 799 Stevenson St., 
San Francisco 3, Calif. 
Assn. Natl. Advertisers—Associa- 
tion of National Advertisers, Inc., 
155 East 44th St., New York 17. 
Bell—The Bell System. Contact 
local Bell Telephone Company 
general manager or Public Relations 
Director or department. 
Boeing—Boeing Airplane Co., P. O. 
Box 3707, Seattle 24, Washington. 
Du Pont—-E. I. du Pont de Nemours 
& Co., Inc., Advertising Dept., 
Wilmington 98, Del. 
Ford—Ford Motor Co., The Ameri- 
can Road, Dearborn, Mich. 
Fortune—Fortune Films, 9 Rocke- 
feller Plaza, New York 20. 
Genl, Electric—General Electric Co., 
1 River Rd., Schenectady 5, N. Y. 
General Offices: 
Western Corp., 508 
First Bldg., 405 
Montgomery St., San Francisco 4, 
Calif.; New York City Parcel Post 
Zone 1 and Long Island—GM Corp., 
Public Relations Staff Film Library, 
1775 Broadway, New York 19, N. Y. 
All other states and part of N. Y. 
State not included in above—GM 
Corp., Film Library, GM Bldg., 
Detroit 2, Mich. 


Motors—T hree 
States—GM 
Western Bank 
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Goodyear—Goodyear Tire & Rubber 
Co., Motion Picture Dept., 1144 
E. Market St., Akron 16, Ohio. 


Gravure Tech. Assn.—Gravure Tech- 
nical Assn., 30 Rockefeller Plaza, 
New York 20. 


Health Insurance Inst.—Health In- 
surance Institute, 488 Madison 
Ave., New York. 


Jam Handy—The Jam Handy Or- 

ganization, Inc. Four Offices: 2821 
E. Grand Blvd., Detroit 11, Mich.; 
1775 Broadway, New York 19; 230 
N. Michigan Ave., Chicago 1; 1402 
N. Ridgewood Pl., Hollywood 28, 
Calif. 

Kodak—Eastman Kodak Company, 
Sales Dept., Rochester 4, N. Y. 
Kraft—Kraft Foods Co., Div. Na- 
tional Dairy Products Co., 500 N. 

Peshtigo, Chicago 90, III. 


McKesson—McKesson & Robbins, 


udio 


tsual’ Bulletin 


DA-LITE > 2EEN 


Inc., 155 E. 44th St., New York 17. 


Metropolitan—Metropolitan Life In- 
surance Co., 1 Madison Ave., New 
York 10. 
Modern—Miodern Talking Picture 
Service, Inc. Five Main Offices: 3 
E. 54th St., New York 22; 210 Grant 
St., Pittsburgh 19, Pa.; 19818 Mack 
Ave., Detroit 36; Prudential Plaza, 
Chicago 1; 612 S. Flower St., Los 
Angeles 17; (plus other distributing 
libraries in major U. S. cities; see 
phone book for local source). 
Mutual—Mutual Benefit Life Insur- 
ance Co., 520 Broad St., Newark 
1, New Jersey. 
Natl. Assn. Mfrs.—National Asso- 
ciation of Manufacturers, Film 
Bureau, 2 East 48th St., New York 
17. 
Republic—Republic Steel Corp., 
Commercial Research Div., 1436 
Republic Bldg., Cleveland 1, Ohio. 


% 


IN THE INTEREST OF 
INDUSTRIAL 
AV PROFESSIONALS 


LN Y 


FINAL SUCCESS OF FILMED PRESENTATION 
DEPENDS ON QUALITY OF PROJECTION SCREEN 


Good filming, careful projection—yet the pic- 
ture lacks clarity and colors are weak! This is 
a case of projecting on an improper surface. 
Da-Lite engineers have developed a screen sur- 
face that protects the audio-visual professional 
from such a problem. The famous White Magic 
glass-beaded surface is unequalled in quality. 
This screen gives outstanding clarity of picture; 
faithful reproduction of color. You'll find that 
you can seat your audience over a wider area 
with this new surface, too. For complete de- 
tails on types of screen surfaces available and 
their proper application, write Engineering 
Department, Da-Lite Screen Company, Inc. 








@. . 
The exclusive Da-Lite Electrol, is elect ri- 
cally-operated . . . disappears completely 
when not in use, reappears in seconds at 
touch of control button. 
Developed for use in schools, churches 
epeeseeeeeee eeeeeeeeeeeeeee 


WRITE TODAY! We'll 
be glad to help you find 
the answer to your audio- 
visual problem. 


udio 
isual 
PROBLEM? 





SCREEN COMPANY, INC 





NEW! ELECTRICALLY-OPERATED SCREEN 
IDEAL FOR INSTALLATION IN AUDITORIUMS 


and industry—this new screen may be 
installed in a concealed position—or 
mounted on wall and finished to match! 
Write for technical bulletin with complete 
details on this outstanding product. 


Serving The Audio-Visual Field For Over Half A Century 


alt 


WARSAW, INDIANA 


Shell—Shell Oil Co., Four Offices: 50 

West 50th St., New York 20; 624 
S. Michigan Ave., Chicago 5; P. O. 
Box 2099, Houston 1, Texas; 430 
Peninsular Ave., San Mateo 8, Calif. 


Sterling—Sterling-Movies U. S. A., 
43 W. 61st St., New York 22. 


Strauss—Henry Strauss Produc- 
tions, Inc., 31 West 53rd St., New 
York 19, N. Y. 
Syndicated—Syndicated Films, 1022 
Forbes Ave., Pittsburgh 19, Pa. 
Union Pacifice—Union Pacific Rail- 
road, Motion Picture Bureau, 1416 
Dodge St., Omaha 2, Nebraska. 


U. S. Steel—-United States Steel 
Corp., Public Relations Dept., 208 

S. La Salle St., Chicago 90. 

United World—United World Films, 
Inc., 1445 Park Ave., New York 29. 





SOURCE LIST 


for Rental or Purchase 








AFL-ClO—American Federation of 

Labor-Congress of Industrial Or- 
ganizations, Ed. Dept., 815 16th St., 
N.W., Washington 6, D. C. 


A-V Center—Audio-Visual 
The City College, 17 
Ave., New York 10. 


Amansco—Amansco, Div. of H. B. 
Maynard & Co., Inc., 718 Wallace 
Ave., Pittsburgh 21, Pa. 


Amer. Management Assn.—Ameri- 
can Management Association, Vis- 

ual Ed. Dept., 1515 Broadway, New 

York 36. 

Assn. Natl. Advertisers—Associa- 


tion of National Advertisers, Inc., 
155 East 44th St., New York 17. 


Better Selling Bureau—Better Sell- 
ing Bureau, 6108 Santa Monica 
Bivd., Los Angeles 38, Calif. 


Center, 
Lexington 


Calvin—Calvin Co., Inc., 1105 Tru- 
man Rd., Kansas City 6, Mo. 


Chamber of Commerce—Chamber of 

Commerce of the United States, 
Audio-Visual Services Dept., 1615 H 
Street, N.W., Washington 6, D. C. 


Champion—Champion Paper and 
Fibre Company, Dept. of Public 
Relations, Hamilton, Ohio. 


Dartnell—The Dartnell Corporation, 
4660 Ravenswood Ave., Chicago 
40, Ill. 


EBF—Encyclopaedia Britannica 
Films, 1150 Wilmette Ave., Wil- 
mette, Il. 


Employers—Employers’ Labor Rela- 
tions Information Committee, Inc., 
509 Madison Ave., New York 22. 


Fortune—Fortune Films, 9 Rocke- 


feller Plaza, New York 20. 


ICR—ICR Corporation, 635 Madison 
Ave., New York 22. 


Institute—Institute of Life Insur- 
ance, 488 Madison Ave., New York 

22. 

International. F i | m — International 
Film Bureau, Inc., 332 So. Michi- 

gan Ave., Chicago 4. 

lowa U.—State University of lowa, 
Bureau of Audio-Visual Instruc- 

tion, lowa City, la. 
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Jam Handy—The Jam Handy Or- 
ganization, Inc. Four Offices: 2821 
FE. Grand Blvd., Detroit 11, Mich.; 
1775 Broadway, New York 19; 230 
N. Michigan Ave., Chicago 1; 1402 
N. Ridgewood PIl., Hollywood 28, 
Calif. 
McGraw—McGraw-Hill Book Com- 
pany, Text-Film Dept., 330 W. 
12nd St., New York 36, 
Mogensen—Allan H. Mogensen, 
Work Simplification, 45 West 10th 
St., New York 11. 
Natl. Assn. Mfrs.—National Asso- 
ciation of Manufacturers, Film 
Bureau, 2 East 48th St., New York 
Natl. Assn. Wholesalers—National 
Association of Wholesalers, 1001 
Connecticut Ave., N.W., Washington 
6, D. C. 
NEP—National Educational Pro- 
gram, 815 Center Street, Searcy, 
Arkansas. 
Nightingale — Nightingale-Conant 
Corp., 333 N. Michigan Ave., Chi- 
cago 1. 
Reynolds—Stuart Reynolds Produc- 
tions, 195 S. Beverly Drive, Bever- 
ly Hills, Calif. 
Roundtable—Roundtable Produc- 
tions, 8737 Wilshire Blvd., Beverly 
Hills, Calif. 
Safety—National Safety Council, 
425 N. Michigan Ave., Chicago 11. 
Strauss—Henry Strauss Produc- 
tions, Inc., 31 West 53rd St., New 
York 19. 
U. A. W.—United Auto Workers, 
Education Dept., Film Div., 8000 
E. Jefferson Ave., Detroit 14, Mich. 
Wilding—Wilding, Inc., 1345 Argyle 
St., Chicago 45, Ill. 
Wolff—Raphael G. Wolff Studios, 
Inc., 1714 N. Wilton Place, Holly- 


wood 28, Calif. 


... Since 1920 


We Cover 
The World 


We point with pride to the 
clients we have served, 
including; 


Canadian Broadcasting 
Commission. 


A world-wide organization with 
headquerters in Chicago. 


A leading television company 
in Hollywood. 


Shooting in England, Switzer- 
land, France, Italy. 


Our business is 
motion pictures. 


We know our business. 


537 N. HOWARD ST. 
BALTIMORE 1, MD. 


Two Recent Releases Noted from “ i 

Condor Films, Inc., St. Louis 

* An interesting motion picture musitex nC 

recently completed by Condor 

Films, Inc., of St. Louis, Mo., for 

the Monsanto Chemical Company 45 Ww. 45 1 ae ee. C. 

is a modern vehicle to show ar- ns 

chitects, builders and contractors 

the diverse possibilities of plastics COMPLETE 

in building construction. MUSIC & SOUND EFFECTS 
Architectural Uses of Plastics, SERVICE 


a 22-minute color film, follows 


the design and construction of a ¢ BACKGROUND MUSIC SCORING 
laboratory building from the time e SOUND EFFECTS 


ground was broken through its 


dedication, pointing out the use of ¢ MUSICAL SOUND EFFECTS 


more than 80 different building e INDUSTRIAL MUSIC LIBRARIES 
applications of plastics. Distribu- FOR LEASE 
tor of this film is Swank’s Inc., St Pate 


Louis. e ORIGINAL SCORES 
ii ¢ SOUND EFFECTS LIBRARIES 

-—and a Film for Purina Dealers FOR SALE 

Purina farm products dealers ite 
are shown how to gather Proof Musifex talent proven on 
That Pays for effective advertising . 
in local newspapers, radio and over 4,000 productions. 
tv, in a new color and sound slide- FLY - PHONE - WIRE - WRITE NOW 
film. 

Produced by Condor Films, 
Inc., for Ralston Purina Company Sob Vclageo 


of St. Louis, the slidefilm is meant 








to encourage Purina dealer par- 








ticipation in home-office advertis- 
ing  rograms. The film is being es . 
distributed from the Ralston of- c1 6-4061 
fices. R 


THE 1961 BUYER’S GUIDE TO 
FILM PRODUCTION SERVICES 


The one effective, most economical answer to an industry need 


for a complete, comprehensive single source for all the buyers 
of film production services and equipment. Detailed listings of 
services, equipment sources; indexed for quick reference & 
delivered to the KEY MAN WHO BUYS in every production 
field. Pre-sold distribution to all BUSINESS SCREEN subscribers 
plus thousands of extra copy sales at its low $1.00 price. 


Write today for listing forms and complete data 
to Chicago office: 7064 Sheridan Road, Zone 26 


BUSINESS SCREEN 


OFFICES IN * NEW YORK * CHICAGO * AND HOLLYWOOD 
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Wm. E. Huston to Transfilm- 
Caravel as Sales Vice-President 
William E. Huston has joined 
Transfilm-Caravel Inc. as _ vice- 
president in charge of TV com- 
mercial sales, it was announced 
by William Miesegaes, president 


William E. Huston 


of the business communications, 
IV and industrial film production 
company. 

Formerly, Mr. Huston was di- 
rector of international sales at 
Filmways, Inc., sales and promo- 
tion manager with MPO Produc- 
tions Inc., and sales manager for 
r'V commercial films at Screen 
Gems. by 

Ke * ca 
Paul Weiss to Mazin-Wyckoff 
as Head of Industrial Films 

Paul C. Weiss has joined 
Mazin-Wyckoff Company as Ex- 
ecutive Producer in charge of In- 
dustrial Films and TV Commer- 
cials. Mr. Weiss was formerly a 
production assistant at Henry 
Strauss & Co., and later, TV Com- 
mercial Production Manager at 
Sound Masters, Inc. 

The Mazin-Wyckoff Company 
has been active in sales and sales 
training slidefilm presentations for 
such clients as General Motors, 
International Business Machines, 
Lire MaGazIne, McCALL’s and 
the New York Times. Ld: 


* * *” 


Fran Harrold, Inc., to Produce 
Business Films, Sales Programs 

A new producing firm has been 
announced, entering the field of 
business films, sales programs and 
meetings. Fran Harrold, Inc., is 
headed up by president F. E. 
Harrold. 

Also announced were the ap- 
pointments of George L. Drake 
as director of creative services, 
and James H. Johnson as direc- 
tor of art and production. Fran 
Harrold, Inc., located at 1140 S. 
Michigan Ave., Chicago, is the 
former Chicago branch of a De- 
troit firm, Henning & Cheadle. 
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NEWS OF STAFF APPOINTMENTS AND A-V 


Production-Distribution Group 
Reset by Skinner & Associates 

Charles E. (Chuck) Skinner 
and associates—Martin Seifert 
and Dorothy Mattimore—an- 
nounce re-establishment of inde- 
pendent production-distribution 
firms at Republic Studios, 4024 
Radford Ave., in Hollywood. 

rhe firms, named The Filmak- 
er Group, International; Charles 
E. Skinner Productions, Inc., and 
Charles E. Skinner Film Distrib- 
utors, will handle creative writing, 
production and distribution-pro- 
motion of _ business-industrial 
films, television dramatic shows 
and theatrical features. 

Charles E. Skinner, president 
and executive producer-director of 
The Filmaker Group, Interna- 


at the 
COEBUIRINEEA 


your 
creative 
work 

is in 

the 
levbeveks 
of 
experts 


INDUSTRY DEVELOPMENTS 


tional, also announced that Dick 
Lewis was appointed midwest 
sales representative. Le 


o* * ok 


Wilson & McConnell Join Staff 
of Toronto’s Chetwynd Films 

Chetwynd Films Ltd., Toronto, 
Canada, announces two new staff 
appointments. Taking over as 
sales manager, but also working 
with President Arthur Chetwynd 
in distribution, sales promotion 
and personnel management will be 
Bob Wilson, of the U. S. Wilson 
was formerly manager of Tele- 
prompter of Canada Ltd. 

Ross McConnell is Chetwynd’s 
senior director, specializing in 
business and commercial films. He 
has had wide experience in mo- 


GEO. W. COLBURN LABORATORY, Inc. 


164 N. WACKER DRIVE + CHICAGO 6G, ILL. 


tion picture production, having 
been with Bell Telephone Co., 
Crawley Films Ltd., and vice presi- 
dent and production manager with 
Briston Films Ltd. of Montreal. & 


* * * 


R. Goodrow Joins Bell /Howell 
Audio-Visual Sales Promotion 
Richard A. Goodrow has joined 
Bell & Howell Company, Chi- 
cago, as sales promotion man- 
ager in audio-visual sales. In his 
new post he will be responsible 
for development of advertising 
and sales promotion materials, ex- 


Bell & Howell’s Goodrow 


hibit coordination, and dealer 
orientation for new product in- 
troductions in the audio-visual 
equipment line sold in the educa- 
tional, religious, and _ industrial 
fields. 

Before joining Bell & Howell, 
Goodrow was on the public rela- 
tions and advertising staff of Ford 
Motor Company for four-and-a- 
half years; previous to that he 
held merchandising and promo- 
tion positions with LiFe, Mich- 
igan State College and the City 
of Dearborn, Mich. Lg: 


oe cd oe 


S. W. Caldwell Ltd. of Toronto 
Names Kenneth Page V-P, Sales 

Kenneth Page has been ap- 
pointed vice-president in charge of 
sales for S. W. Caldwell Ltd., 447 
Jarvis St., Toronto. Formerly 
manager of a booking agency in 
Birmingham, England, Page also 
specialized in television film sales 
for Caldwell Ltd., where he was 
named General Sales Manager in 
1958. It’ 

oe * * 
Andrews Joins |. V. T. Staff 

Martin “Andy” Andrews has 
joined the staff of The Institute of 
Visual Communications, Inc., as 
Writer-Producer. 

Mr. Andrews began his motion 
picture career in 1946, writing for 
Paramount Newsreel. In 1951 he 
joined Hearst Metrotone News to 
write, direct and produce. ln 
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J. F. Becker Joins On Film, Inc., 
as Producer-Director-Sales Rep. 
John F. Becker has joined On 
Film, Inc., of Princeton, N. J., and 
New York City, as producer-di- 
rector-sales representative. He was 
formerly with CBS and NBC, and 
has done production and public 
relations work in the medical field 
for American Cancer Society and 
March of Dimes. Becker has won 
recognition at the Edinburgh and 
Venice Film Festivals for his work 
in motion pictures. a 


* * * 


Paul Guy is Galbreath Pictures’ 
New Treasurer, Gen‘l Manager 

Paul W. Guy was elected Treas- 
urer and appointed to the newly 
created position of general man- 
ager of Galbreath Pictures, Inc., 
motion picture production firm in 
Fort Wayne, Indiana. 

Guy has been with Galbreath for 
the past two years as assistant sec- 
retary-controller. a 

* = * 

Pierce Joins Mecca Film Labs 

James M. Pierce has joined 
Mecca Film Laboratories Corpo- 
ration, 630 Ninth Ave., New 
York 36, as director of sales and 
client relations. He was formerly 
head of production at Pathescope 
Productions in New York City, 


Is Your Film 


Scratched? 
Dirty? 
Brittle? 
Stained? 
Worn? 
Rainy? 


Then why not try 


HE FILM DOCTORS” 


Specialists in the Science of 


FILM REJUVENATION 
RAPIDWELD Process for: 
e Scratch-Removal e Dirt 
e Abrasions e “Rain” 


rapid 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 
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Jim Pierce ...to Mecca 


and has had twenty years of mo- 

tion picture experience including 

that of producer, director and film 

editor. 
ca * * 

L & L Animation Offers Full 

Line of Effects at New Studio 

L & L Animation, Inc., the 
New York producers’ service firm, 
has moved to new, larger offices 
and studios at 16 West 46th Street. 

In addition to complete art and 
animation service, L & L will now 
offer a full line of optical effects. 
One optical bench has been in- 
stalled and another is on order. 
Optical effects specialist Chris 
Grodewald has joined the firm as 
a full partner. 

Since opening shop two and a 
half years ago L & L has built up 
a sizable clientele of producers 
in New York and throughout the 
country. The three partners have 
had considerable experience in all 
aspects of film production work. 

Irv Levine, animation special- 
ist, started as a medical animation 
man in 1938, followed this by ex- 
perience in the Signal Corps 
Photographic Center and as a 
technical animator with The Jam 
Handy Organization. 

Larry Lippman, originally a 
Max Freischer cartoonist, gradu- 
ated to The Jam Handy Organiza- 
tion in charge of the animation 
camera department. Lippman also 
served in the Signal Corps Photo- 
graphic Center and as a newsreel 
cameraman in Detroit. 

Chris Grodewald has been ac- 
tive in many phases of motion pic- 
ture production, learning the ropes 
under Ted Nemeth, then going on 
to the Signal Corps and the Handy 
Organization where he served as 
Assistant Motion Picture Produc- 
tion Manager. 

The new L & L facilities will 
have central air conditioning, sep- 
arate departments for art, anima- 
tion and effects, and a layout and 
conference room for clients’ use. 
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NEW DESIGN 
FILM BIN 
WITH RACK 


* Rectangular 
Construction. 
Measures 30x24x12. 

* Fits easily into corners. 

* Easy to view strips of 
film. 

* Hord vulcanized fiber 
with reinforced metal 
frame. 


* Complete bin-rack, 
wid” $45.25 
vets §6$51.75 


wheels 


ue CAMERA 


1845 BROADWAY (at 60th St 








NEW 


CAMART BABY DOLLY 


The only portable four-wheel 
dolly that provides balance 
and stability. Adjustable seat 
for Platform 
accommodates assistant. 


$425 


Dolly tracks available. 


camera man. 


ARRIFLEX 16 


16mm and 35mm cameras 
in stock for immediate de- 
livery. Arriflex 16mm and 
35mm__ soundproof 
available. 400’ magazines. 
Synchronous 


and Used. 


MART 


« Plaza 7-6977 « (Cob 


blimps 


motors. New 


YORK 














MAX HOWE 


FILM PRODUCTIONS 
910 St. Cloud Street * Rapid City, South Dakota 
Specializing in motion pictures 
for the livestock industry 
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TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


MOOD : 
and 


‘brary 





For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 











Merriman to Write Music 
for Films; Forms Own Company 
Composer - Producer Thomas 
W. Merriman has formed his own 
production company in Dallas, 
specializing in the original com- 
position and production of music 
for radio and television commer- 


Composer Thomas Merriman 


cials, motion pictures, industrial 
shows and conventions, sales 
meetings and stage presentations. 

Formerly president of Com- 
mercial Recording Corp., Merri- 
man has a decade of experience 
in musical production for radio 
and tv. 

In music production for indus- 
trial films and tv commercials, 
Merriman has worked with Keitz 
& Herndon, Inc., Jamieson Film 
Co. and Alexander Film Co., 
among others. His work also in- 
cludes the musical direction of 
sales meetings for Lone Star 
Brewing Co., Texas Power & 
Light Co., and Genell, Inc. 

fom Merriman Productions is 
at 3101 Routh St. in Dallas. @ 


LAND OF WHITE ALICE: 
(CONTINUED FROM PAGE 39) 
for 99°¢ of the film-makers who 
have pictured the 49th state have 
done so in the summer. No pro- 
fessional actors appear in the film. 
Everyone is an Alaskan or a mem- 
ber of the Armed Forces serving in 
Alaska. Eskimos, students, store- 
keepers, pilots were all filmed per- 
forming the jobs they do every 
day 

Van Dyke, as he always does, 
has brought back an honest pic- 
ture and a beautiful one. His co- 
workers included Graeme Fergu- 
son and William C. Jersey, Jr., 
associate producers; Norman Ros- 
ten, writer; Shepperd Strudwick, 
narrator; and Daniel Pinkham, 
who wrote an original score and 
conducted the Cambridge Festival 
Orchestra for the sound track. 

The Land of White Alice will 
be available on free loan to group 
audiences and television through 
Western Electric plants and op- 
erating companies of the Bell Tele- 
phone System. i 
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Behind 


the Scene in the World of Film 


Gerald Tarns Audience Promotion Spots Inte Big Business 


With little fanfare, a big busi- 
ness has developed for a New 
York film producer who has al- 
most cornered the market for net- 
work and local station audience 
promotion spots. 

Gerald Productions, Inc., a 
successful producer of sponsored 
films (Ciba Pharmaceutical; Boy 
Scouts; Smith, Kline & French, 
etc.) and TV spots for several 
years, has developed the creation 
of audience promotion spots to 
such a fine art that it is estimated 
that nine out of every ten seen on 
the air today are Gerald-made. 
Just to supply footage for all this 
business represents a weekly lab 
bill averaging $15,000. 

What are audience promotion 


The Misses Faith, Hope, Charity 
in one of Gerald’s TV spots ... 


spots? They are those little short 
films of 10-30 seconds in length 
which advise TV viewers not to 
miss Jack Benny Sunday night on 


OU SaVe 


with ( } i x () 
4 4\_A , 


rentals 
ways 


Every 


Cameras: |6mm & 35mm 
(Single or Double System) 
Hi-Speed 


Sound 
Silent 


Lighting: Arcs—incandescents 
Spots—Floods—Dimmers 
Reflectors—All Lighting Accessories 


Sound Equipment: Magnetic 
Optical—Mikes—Booms 


Grip Equipment: Parallels 
Goboes—Other Grip accessories 


Dollies: Crab—Western 
Panoram—Cranes 


Portable 


Lenses: Wide angle—Zoom 
photo—Anamorphic 


Tele- 


Generators: Portable—Truck 


Mounted 





Editing Equipment: Moviolas 
Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide 
Continuous 


Television: Closed Circuit TV 
O’hare Camera Car: 


Firm 


*CECO—Trademark of Camera 
Equipment CO. 





Gentlemen 


Name 


checked out to perform “better 


than new.” 


Your accountant will explain 


the tax benefits of 
versus buying. 
CECO all 
servicing free of charge. 
More experts use CECO Rentals 
more often 


provides 


because if we don't 
have it, who has? 


Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 
1335 East 10th Avenue « Hialeah, Florida 


SALES - SERVICE - 


New York «+ JUdson 6-1420 


of Rental Equipment 








Street 








piece of equipment is 


renting 


normal 


RENTALS 


CAMERA Equipment Calis 


Department s64, 315 West 43rd Street, New York 36, 


Please rush me your FREE complete catalogue * 


WTIC, to see the election returns 
on NBC, to watch Giants football 
on CBS, NCAA football on ABC, 
or the Play of the Week on NTA. 

Gerald makes some of them 
quite inexpensively—as low as 
$300. But others have run up to 
as much as $55,000 for an im- 
portant series. 

Gerald Productions, Inc., is the 
lengthened shadow of Gerald 
Auerbach, and a rapidly expand- 
ing staff of 40 permanent film- 
makers on West 54th Street in 
New York. Auerbach is a talented 
young man (33) in a hurry who 
came out of NBC five years ago 
to form his own film company, 
which is now one of the largest 
production firms in the East. 


a * % 


Knight Title Moves to Larger, 
Modern Facilities in Manhattan 

Several years ago, Bob Knight, 
a well-known screen actor and 
head of one of the country’s lead- 
ing title services for the film in- 
dustry, decided his business had 
reached a satisfactory plateau and 
could be easily handled as a mail 
order proposition. 

Knight selected a nice country 
location near Old Lyme, Conn., 
built a new printing plant from 
the ground up . . . and then the 
rooi fell in. Not in Old Lyme, but 
in New York—orders piled in so 
fast that almost overnight the New 
York plant was working night 
shifts and still bursting at the 
seams. 

Recently, in a move to meet a 
steadily increasing demand, Knight 
Title Service has moved again. 
While the Old Lyme building still 
stands empty, Knight has moved 
for the second time in the last 
five years to one of the most mod- 
ern plants in the country in the 
heart of the film and television 
district at 145 West 45th Street. 

Among the features of the new 
plant are all styles of presses for 
hot press title work: Krause, Ken- 
sol, Vandercook and C & P. Over 
100 type designs are maintained in 
stock—with over 700 alphabets. 

Type charts are available free 
on request to sponsors or pro- 
ducers. Write Knight Title Serv- 
ice, 145 W. 45th St, N.Y. & 


* * * 


Form Van-Armes Productions 
Van-Armes Productions, Inc., 
industrial film producer, has been 
formed at 15 West 57th Street, 
New York. Robert Van Houten, 
formerly Vice President of John 
Carol Productions, has been 
named President, and Katherise 
Armes, Vice President in Charge 
of Productions at Van-Armes. & 
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DuKane’s Slidefilm Viewer 


DuKane’s New Slidefilm Viewer 
Operates in Full Room Light 

A portable, se1f- contained 
35mm slidefilm viewer introduced 
by the DuKane Corporation al- 
lows the viewing of | slidefilms 
without darkening the room, set- 
ting up a screen, aiming or focus- 
ing, or even rewinding the film. 

The lightweight viewer projects 
a brilliant, clear picture on_ its 
own 7” x9” built-in screen. 
Space is provided for cord and 
film storage. Slidefilms used with 
the viewer require no re-winding, 
a feature of the automatic “Redi- 
Wind.” Snap-action permits fast 
viewing when desired. 

For further information on the 
DuKane model 576-48A, write 
New Products Desk, BUsINEss 


SCREEN, Chicago 26. Id 


* * . 


New 16mm Projector by CECO 
Features Variable Frame Rate 

Camera Equipment Company, 
New York, announces the intro- 
duction of a new, improved and 
modified CECO P16-S105 Wein- 
berg-Watson 16mm Analyst Pro- 
jector. This new projector now 
makes possible absolutely flicker- 
less projection regardless of the 
frame rate. It has a variable speed 
from 2 to 24 frames per second 
in both forward and reverse and 
an electrically operated single 
frame advance in both forward 
and reverse, with instantaneous 
change. 

This new Analyst projector can 
be operated completely by remote 
control. Four pre-set controls 
available for 2, 4, 6, and 8 pic- 
tures per second can be changed 
immediately to either 24 pictures 
per second or a single frame on 
pulse; a ball bearing frame cc un- 
ter adds in forward and ."\'racts 
while in reverse position. The 
basic design of this projector em- 
bodies electra-mechanical _ prin- 
ciples, keeping operating noise 
level at an absolute minimum. 

The new modified Weinberg- 
Watson projector accepts 400 
foot reels without further modifi- 


NUMBER 7 *« 


VOLUME 21 


New AUDIO-VISUAL Equipment 


Recent Product Developments 


cation; 1600-foot reels as well as 
a continuous viewing loop attach- 
ment are available as accessory 
equipment. The projector is 
equipped with a 2” f/1.6 lens, 110 
volt 50-60 cycle motor, and 750 
watt lamp (1000 watt lamp op- 
tional). For further information 
and prices, write Camera Equip- 
ment Co., Inc., 315 West 43rd 
St., New York 36, N. Y. Vy 
%* * * 

Soundproof Rear-Screens For 

Permanent In-Wall Installation 

\ Permanent In-Wall Lenscreen 
panels manufactured by Polacoat 
Inc., are gaining popularity and 
new specialized uses—projected 
tv \and radar, air flight arrival and 
departure boards, automatic con- 
trol center panels of electrical 
power distribution center, and 
projection of engineering draw- 
ings from the new IBM microfilm 
card system. 

Mounted in a wall opening, 
these new rear projection screens, 
for use in full room illumination, 
conceal all projection facilities 
and isolate noise of projector 
fans, slide changers, etc. 

The panels of specially treated 
plate glass and plexiglass acrylic 
plastic are available in different 
weights for various purposes. 
Thick, rigid Lenscreen panels 
isolate conversation of a closed 
conference from projection room 
personnel. The screen may be 
written on with a crayon for sup- 
plementary information, and may 
be wiped clean. 

The lighter-weight, break-resis- 
tant type serves well for travel- 
ling displays and outdoor use. 
The Lenscreen plexiglas sheets 
are made in sizes up to 102” x 
120”. For additional information, 
write New Products Desk, Bust- 
NESS SCREEN, Chicago 26. Wa 

a ae oe 
Florman & Babb, N. Y. Displays 
Acmade Mark Ii Editing Table 

Intercinema Corporation is 
now distributing the Acmade 
Mark II Editing Table which has 
been most successful in England. 

One important feature of the 
machine is continuous movement 
(rather than intermittent) which 
provides safety for negative or 
positive color viewing. Projected 
picture size is eight by six inches 
in variable or sync speeds with in- 
stant stop foot or hand controls, 
instant clutch action for film or 
sound paths. 
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for Projection and Production 


The Acmade Mark II is sup- 
plied in 16mm and/or 35mm with 
separate optical and/or magnetic 
track or any combination of 
either. Prices for a complete out- 
fit including 16mm or 35mm pic- 
ture with composite optical and 
magnetic sound plus _ separate 
magnetic sound, including foot- 
age, frame and time counters, 


Acmade Mark II Editing Table 
takeups and tightwinds, complete, 
is $2,975. 

The Acmade Mark II may be 
seen in New York at Florman & 
Babb, Inc., 68 West 45th Street. 
Literature is available on request. 


* * * 


Strip-O-Matic Changer Permits 
Remote Control of Slidefilms 

Viewlex, Inc., of Long Island 
City, New York, announces a new 
accessory, Strip-O-Matic, which 
will help eliminate problems of 
audience control and attention that 
often accompany slidefilm projec- 
tion. 

The Strip-O-Matic unit is a re- 
mote control device that advances 
slidefilm frames from anywhere in 
a room. By freeing the speaker 
from the stationary position be- 
side a projector, it lets him move 
about to direct attention, control 
individuals, or move up to the 
screen to point out specific details. 

Operation is silent, and frames 
are changed by the touch of a 
button on a control handle held 
in the palm. The unit also fea- 
tures a built-in, automatic film 
take-up. The regular unit is 12’ 
long; extra 20’ extensions are 
available. 

Strip-O-Matic attaches into any 
Viewlex slidefilm projector, and 
comes installed in models V-22, 
V-25 and V-500. For further in- 
formation and prices, write New 
Products Desk, BUSINESS SCREEN, 
Chicago 26. bade 


Photo-Tronic’s Model 800... 


Sound Films With Combination 
Tape Recorder, 8mm Projector 

Well suited for narrative type 
sound track of sales, industrial, 
educational and travel movies is 
the Model 800 Photo-Tronic com- 
bination 8mm projector and tape 
recorder. Mounted side-by-side on 
one body, both are run by the 
same drive motor, giving perfect 
synchronization. 

Features of the projector in- 
clude flexible, rubber-like plastic 
gears and a bone fiber shuttle for 
considerable noise reduction; a 
Sylvania Truflector low voltage 
(21V-150W) lamp; 800-foot reel 
accommodation. The lens is a 
Simpson f/1.6, 4-element with a 
“4” focal length. Standard length 
1,200-foot reel of tape will make 
a full hour-long accompaniment 
to 800 feet of 8mm film. A mixer 
is built in, and a fader button pro- 
vided so that background music 
can be recorded simultaneously 
with voice. For full information 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. iy 

* * ok 


Cut-off Switch Makes Automatic 
Slide Changer “‘Burn-out’” Proof 

To safeguard 35mm slides and 
provide protection for the slide- 
changing drive motor during un- 
attended operation of the Selec- 
troslide automatic slide changer, 
Spindler & Sauppe, Inc., of Los 
Angeles, is incorporating a new 
thermal cut-out switch. 

The cut-off switch is built into 
the drive motor windings to auto- 
matically shut off the current if 
undue heat builds up. This, com- 
bined with the Venturi blower with 
continuous stall protection, makes 
the Selectroslide virtually “burn- 
out” proof, and the projector may 
be entirely unattended. 

All Standard (SL), Dual (SLD) 
and Junior (321) Selectroslides 
now coming from the plant are 
equipped with the new switch at 
(CONT’D ON FOLLOWING PAGE) 
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OUALITY-BILT 
Film Shipping Cases 


f 


Best quality domestic fibre 
Heavy steel corners for 
added protection 
e Durable 1” web straps 
e Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color prirting 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 





Use FilMagic All Ways! 
—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 


—FilMagic Pylon Kits for lémm SOF PRO- 
JECTORS. 


—Get Best Results With FilMagic Silicones! 


MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 











New A-V Products: 


(CONTINUED FROM PAGE 65) 

no extra cost. For further infor- 

mation write New Products Desk, 

BUSINESS SCREEN, Chicago 26. & 
x * aK 


Compact Overhead Projector 
Removes Audience Obstruction 

A shorter supporting post and 
more compact projection head 
provide a low profile for the new 
Master Vu-Graph 7700 overhead 
projector from Charles Beseler 
Company. The compactness vir- 
tually eliminates obstruction to 
eye contact between audience and 
instructor. 

At maximum height, the pro- 
jection head stands at 17% 
inches, and measures only 6”x7”, 
making it ideal for front-of-room 
operation. The projection stage 
accepts the full size 10” x 10” 
transparencies used in larger mod- 


Vu-Graph’s Model 7700 


els, and projects a 1000-watt full 
color image behind the speaker 
to sizes as large as 13’ x 13’. 
Other features in the Series 
7700 include built-in cellophane 
roll device, silent blower cooler, 
elevating legs, folding material 
shelf, accessory outlet and easy 
access for cleaning and servicing. 
For additional information and 
prices write New Products Desk, 
BUSINESS SCREEN, Chicago 26. & 
* * * 


Portable Viewer Uses Overhead 
Projector Transparency Mounts 
Overhead projector transparen- 
cies can now be put to additional 
use for small groups or as selling 
aids. The new PresentaVue trans- 
parency viewer from Columbia 
Graphics is a portable desktop 
viewer accommodating the large- 
size, 8%” x 11” transparencies. 
The viewing area on the face 
of the unit lights up automatically 
when a transparency is dropped 
in front of it, and dims out when 


Above: the Moviematic 8mm projector in counter and desk use. 


the mount is removed. The Pre- 
sentaVue is lightweight, attache 
case size, and has storage space 


Desktop transparency viewer. 


for mounts, 
cord, etc. 
For further information and 
prices, write New Products Desk, 
BUSINESS SCREEN, Chicago 26. 


pointer, extension 


es 


Automatic Processor Handles 
8/16, 35mm Film Simultaneously 
A combination 8/16mm and 
35mm color film processor is new 
from Houston Fearless Corp., 
Los Angeles. Duplex Model 312 
automatically processes 720 f.p.h. 
8/l6mm and 240 f.p.h. 35mm 
Kodachrome, or other compatible 
color, either simultaneously or in- 
dependently, to Eastman Kodak 
specifications. (cont'd next col.) 


“sellability.” 


YOU HAVE A PRODUCT TO SELL! 
Haverland Service can sell it ! 
We're aiming at the soaring, prosperous sixties with 
budget-minded-but skillful-productions that have built-in 
Check Our References! 


H AV ERLAND !NODUSTRIAL-EDUCATIONAL-TV FILMS 


Here’s Lite-Weight, Low-Cost 
Silent Repeater-Projector 

The new Moviematic, Jr., a 12- 
lb. 8mm silent-only repeater pro- 
jector offers low-cost but effective 
answers to product demonstra- 
tions, etc. where sound-on-film 
isn’t essential. 

The Moviematic, Jr., will run 
a five-minute film continuously or 
can be switched on and off for 
individual presentations. For fur- 
ther data and prices, write the New 
Products Desk, BUSINESS SCREEN, 
Chicago 26, Ill. a 





—Two separate drive systems on 
opposite sides of the machine, 
one for 8/16mm and the other 
for 35mm, use a common set of 
solution, rinse and wash tanks 
and dry box. Other features are 


Houston-Fearless Model 312 


the elimination of film tension 
and automatic shutoff switch. 

For further details and price 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. my 








FILM PRODUCTIONS 104 w. 76th St., New York 23 + TRafaigar 4-1300 
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SALESMEN GET IN 
STORY GETS TOLD... 


Re. e 
ATIONAL NEW 


SENS 
Movie- ite ) 


<< penne . 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

® Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 

with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... $349.50 


——<—<--4 


Write for Free Catalog 8; 


| re HARWALD co. : 


1245 Chicago Ave., Evanston, lil. 
Phone: Davis 8-7070 





Send for copy of our new 


TYPE CHART 


showing faces available 
for hot-stamping slide- 
film, motion picture and 
television titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 








HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 











TEXACO’S 


(CONTINUED 


FARM 


FROM PAGE 


FILM: 


THIRTY) 


County in that state. And Ernest Munter, an 
agricultural engineer of Jasper County, Indiana. 
Mr. Munter has been reclaiming a farm, foot 
by foot, from swamp—from standing, stagnant 
water, cattails and water moccasins to a rich 
fertile farm. 

On Mount Hood, Oregon, David Keiser 
pursues his career as a Forest Ranger. The film 
shows his job as that of a manager of wild lands 
for the production and conservation of five 
different resources: water, wood, wildlife, for- 
age and recreation. 

In any career, the film concludes, get all the 
education possible, and plan to specialize. 

Texaco’s exceptional series of farm films in- 
clude such subjects as bees, sheep, hogs, cattle, 
the veterinarian, etc. All are available through 
Texaco dealers on free loan from the 15 di- 
visional offices located in each region. 

While the annual new film gets most of the 
emphasis each year, older films are still in 
much demand and print supply on many sub- 
jects has actually been increased. 

Last year, a farm family audience of 180,000 
attended 1,580 Texaco farm meetings held in 
early spring to introduce the film. This is com- 
pounded many times over by later showings 
throughout the year on the 16mm circuit and 
via showings through numerous public service 
telecasts. me 
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AND CIRCULATION required by the Act of Congress of 
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WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 
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Ediola Action Viewer 
and Sound Reader 


The most advanced Professional 16mm 

Action Viewer embodying many new 

advantages not found in comparable 

viewers anywhere near these prices. 

@ BIG, CLEAR IMAGE, 3” x 4”—remains sharp 
whether film is moving or stopped. Picture al- 
woys in perfect focus. 

No excess heat on film even when still 

Can be synchronized with Sound Readers. 
Individual Framing and Focusing Controls. 
Operates in conventional manner—left to right. 
Open gate threading. Flip-up design allows cve- 
ing right on the film—no frame loss. 

$.0.S Ediola Sr. M Viewer and Sound 

Reader Combination with Base 
$.0.$ Ediola Sr. Action Viewer Mode! M 
(left to right) ....$135.00 
$.0.S Ediola Sr. Action Viewer Model MRL 
(right to left) 


Model MA Professional 8mm Viewer 
Write for illustrated brochure 


S. 0. $ CINEMA SUPPLY CORP. 


Dept. H, 602 W. 52nd St, N. Y. 19—PL 7-0440 
Western: 6331 Hollywood Bivd., Hollyd., Calif—HO 7-2124 





























If you feel it's a CRIME to 
lose attention when lights 
INVESTIGATE 


LENSCREEN 


The modern rear projection 


are off, 


daylight screen. Write for the 
LENSCREEN Kit of A-V Ideas. 


POLACOAT INC. 


9750 Conklin Rd., Cincinnati 42, Ohio 











NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 
¢ MASSACHUSETTS ¢ 


Inc., 234 
soston 16. 


e NEW JERSEY ¢ 


Association Films, Inc., Broad 

at Elm, Ridgefield, N. J. 
e NEW YORK e 

Association Films, Inc., 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

e PENNSYLVANIA e 

Appel Visual Service, Inc., 963 


Liberty Avenue, Pittsburgh 
29 


Cinema, Clarendon 


St., 


347 


Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Ine., 41 N. 11th 
St., Philadelphia 7, WAlnut 
3-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


@ WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 
6-6731. 


SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Stu- 
dio, Arlington Suburb, P.O. 
Box 8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT. FILMS AND PROJECTION 


e LOUISIANA e 

Stanley 
1117 
dria. 


Projection Company, 
3olton Ave., Alexan- 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 
Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 
e TENNESSEE e 


Southern Visual Films, 
Shrine Bldg., Memphis. 


687 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 
So. Wabash Ave., Chicago 5. 


Association Films, Ine., 561 
Hillgrove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 
15, 


e MICHIGAN e 

The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 

Capital Film Service, 224 Ab- 
bott Road, East Lansing, 
Michigan. 

e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 
12th St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 
LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. A-V 
Center, 849 N. Highland 
Ave., Los Angeles 38, HO. 
4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 


Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery 
St., San Francisco 11. 
e COLORADO e 
Audio-Visual Center, 28 E. 
Ninth Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 
6. 


e OREGON e 
Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 
e TEXAS e 
Association Films, Ine., 1108 
Jackson Street, Dallas 2. 
e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


BELL SYSTEM'S FILMS: 


(CONTINUED FROM PAGE 33) 


gladly accepted by telephone com- 
pany offices—and telephone peo- 
ple will go to considerable trouble 
to meet a booking date. 

Bell Telephone companies like 
to have people come to them di- 
rectly for films. They appreciate 
the opportunity to talk to cus- 
tomers or see them face-to-face. 
Many times they can make sug- 
gestions or offer substitutions of 
value to program chairmen. 


THE STUDEBAKER SHOW: 
(CONTINUED FROM PAGE 37) 
it was every inch a musical with 
much dancing and singing. But, it 
was also one of those business 
shows which held the audience 
throughout and, happily for the 
sponsor, focused the greatest at- 
tention where it belonged—on the 
product. Thanks to well-con- 
ceived use of film, there were no 
craning necks and no loss of at- 
tention during the big sell of the 
little items. 

Gordon Crowe, vice-president 
and executive producer of Trans- 
film-Caravel, produced the Stude- 
baker show and predicts that the 
techniques used will enjoy wide 
acceptance in industry. He firmly 
believes that the interweaving of 
stage action and film will go a 
long way in bringing glamour and 
commercial stardom to products 
heretofore difficult to present in 
business shows. 

Much of the credit for the gi- 
gantic task of coordinating the 
Studebaker show must accrue to 
George Hoffman, production 
supervisor, and Alan North, stage 
manager. Theirs were the tasks of 
assembling, handling and shipping 
18 tons of scenery and property 
(exclusive of the automobiles) to 
the show’s premiere site in Atlan- 
tic City, then to Chicago, New 
Orleans and finally San Francisco 
for a total of six performances. 
Coordination also involved some 
60 technicians, performers and 
musicians, half of whom were 
hired in each city wher the show 
played. 

The Studebaker-Packard show 
was directed by Frank Westbrook 
and was written by Sam Dann. 
Music and lyrics were by Walter 
Marks and the musical director, 
Frank Ventre. Costumes were by 
Sari. 

Supporting actor Zachary Scott 
were Alan Dellay, Bob Simpson 
and Melisande Congdon, as well 
as a full complement of singers, 


| dancers and other actors. IQ 





in the east... it’s 


MOVIELAB 





for 

















lac 
ite 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 


¥ developing color negatives ¢ additive color printing ¢ reduction printing including A & B e color 
slide film processing « blowups e internegatives e« Kodachrome scene-to-scene color balanced 


printing ¢ Ektachrome developing and printing « registration printing ¢ plus complete black-and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 








earth peace, 
ward men” 





gelelUkeot-ia_) 
fo} drole mm olioialla- 


7ceJAM HAN | 4 
Ogansgalor 


NEW YORK 19 HOLLYWOOD 28 DETROIT 11 PITTSBURGH * DAYTON CHICAGO 1 
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